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Simple  are  adding  a  great  deal  this  year. 

First,  brand  new  TV  commercials. 

Second,  these  commercials  will  be  shown  through- 
out the  country.  Simple  are  going  national  on  Channel  Four 
from  February. 

Third,  Simple  are  doubling  their  TV  spend. 

Fourth,  Simple  will  be  on  TV  the  whole  year  round. 

Fifth,  we'll  be  adding  to  your  sales,  because  Simple 
sales  have  been  increasing  by  25%  each  year. 

The  one  thing  we  won't  be 
adding  is  anything  to  our  products. 

No  perfume.  No  colouring. 
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SCORCHER 
GOLDEN  RED 

Hair  Colour  Cosmetic 
to  Condition  and  Brighten  your 
Naturai  Hair  Colour 


Turns  hair  red 
and  bank  balances  black 

This  is  Glints  new  shade  "Scorcher".  And  it  really  is  turning  out  to  be  a  scorcher. 
After  only  4  weeks  on  the  shelf,  it's  our  third  bestselling  shade. 
While  Scorcher's  going  like  hot  cakes,  we  have  also  launched  "Hotheads",  a  customer 
promotion  running  for  8  weeks  where  your  customers  have  to  match  6  out  of  10  hair  shots. 

Add  to  that  our  continuousTV support  in  major  uaid  rniHI  IDQ  FQPiM 

areas  between  March  and  November  (national  HAlK  ^LJIaJUku  rKUrVI 
equivalent  £lm),  and  you  can  see  why  Glints  turns  any  A  11%^  I 

bank  balance  a  beautiful  shade  of  black  tT  ^1  JEmlEr 
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The  Government  was  accused  of 
callous  indifference  in  its  attitude 
towards  the  pharmaceutical 
industry  by  retiring  ABPI 
president  Mr  Ronald  Wing  at  the  Association's 
annual  dinner  last  week. 

Looking  back  over  the  past  18  months  one 
can  sympathise.  Mr  Wing  spoke  of  substantially 
reduced  profitability,  unenforced  parallel  import 
regulations,  lack  of  consultation,  and  the  limited 
list,  with  its  conseguent  introduction  of 
mandatory  generic  prescribing.  The  industry 
suffers  from  too  much  Government  interference, 
he  complained. 

The  only  good  news  he  could  offer  was  that 
moves  are  afoot  to  extend  patent  protection  for 
"hi-tech"  developments.  And  he  could  only  hope 
that  Ministers  were  sincere  in  recent  statements 
suggesting  they  wished  to  find  a  new  stability  in 
the  Government's  relationship  with  industry. 

But  it  would  be  wrong  to  think  the  worst  may 
now  be  over.  The  industry  must  have  realised  by 
now  the  Government  will  have  its  way  when  it 
feels  the  need.  The  next  hurdle  the  ABPI  may 
find  itself  facing  is  the  result  of  the  review  of  the 
Pharmaceutical  Price  Regulation  Scheme. 

Transfer  pricing  has  long  been  viewed  with 
the  suspicion  by  the  DHSS,  although  it  is  now 
thought  to  be  coming  under  control.  However, 
Dr  Joe  Collier,  writing  in  the  Lancet,  points  out 
that  the  costs  of  R&D  have  risen  from  £82m  in 


COMMENT. 


1978  (12  per  cent  of  NHS  sales)  to  £247m  by  1983 
(18  per  cent  of  sales),  for  reasons  which  remain 
obscure. 

He,  along  with  a  recent  article  on  the  front 
page  of  the  Guardian,  suggests  that  a  number  of 
companies  are  baulking  at  the  most  recent  round 
of  price  reductions. 

And  so  we  see  another  piece  of  legislation 
rearing  its  head.  Section  57(1)  of  the  Health 
Service  Act  (1977,ch4),  which  states  that  "the 
Secretary  of  State  may  by  order  provide  for 
controlling  maximum  prices  to  be  charged  for 
any  medical  supplies".  The  DHSS  says  it  does  not 
expect  to  have  to  use  the  legislation  —  this  time. 
But  the  threat  is  there. 

Dr  Collier  rightly  points  out  that  any  attempt 
to  do  so  would  end  the  "gentlemen's  agreement" 
on  the  PPRS.  However  he  says  legislation  would 
hasten  the  separation  of  DHSS  sponsorship  of  the 
industry  from  cost  control. 

Quite  where  that  would  leave  the  industry  is 
an  interesting  guestion,  but  one  which  the  ABPI 
has  no  doubt  been  contemplating  over  the  past 
few  months.  Community  pharmacists  may  feel 
distanced  from  the  problems  faced  by  their 
industry  partners,  but  a  strong  industry  with 
new  ideas  is  a  real  benefit.  Remember 
the  movement  of  medicines  from 
POM  to  P  would  be  much  slower 
without  industry  motivation  and 
finance. 
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ABPI  slams  Government 


indifference 

The  Government's  "seemingly 
callous  indifference"  to  the 
pharmaceutical  industiq/  w«  »s 
criticised  last  week  by  Mr 
Ronald  Wing,  retiring 
president  of  the  Assoou « » im »  ol 
the  British  Pharmaceutical 
Industry.  

"Current  programmes  of  investment  are 
hostages  which  cannot  be  readily 
forsaken,  but  the  axes  are  now  beginning 
to  fall  and  more  hospitable  havens  are 
being  sought,"  he  warned  at  the 
Association's  annual  dinner. 

Not  withstanding  the  imposition  of 
"substantially  reduced  profit"  under  the 
Pharmaceutical  Price  Regulation  Scheme 
at  the  beginning  of  the  year,  industry  had 
continued  to  perform  successfully, 
"despite  the  unabated  continuance  of  the 
insidious  parallel  import  problem". 

"The  new  Regulations  on  parallel 
importing  have  been  promulgated  but 
have  not  been  enforced,  and  the  illicit 
trade  continues,  not  only  in  the  retail  trade 
but  also  in  some  hospitals,"  said  Mr  Wing. 

The  ABPI  was  not  consulted  about 
further  price  reductions  announced  in 
November,  he  said.  Many  companies  were 
being  forced  into  a  radical  rethink  about 
further  investment  in  the  UK. 

"Profitability  targets  of  between  15-17 
per  cent  in  a  high  risk  enterprise  become 
absurd  when  government  defence 
contractors  get  about  20  per  cent  and 
when  the  bank  rate  this  year  has  been  at  14 
per  cent  base,"  said  Mr  Wing.  "This 
situation  represents  a  profound  ignorance 
of  industrial  needs  by  Government,  or  a 
clear  statement  that  the  industry  is  not  to 
be  encouraged  as  it  does  not  conform  to 
some  arbitrary  financial  philosophy." 

The  limited  list  had  only  one 
justification,  said  Mr  Wing,  and  that  was  to 
save  money.  And  it  would  singularly  fail  to 
achieve  any  semblance  of  the  savings 
expected.  He  accused  Ministers  of 
demonstrating  a  total  lack  of 
understanding  of  the  international  data  in 
embarking  on  an  exercise  which  could 
only  be  judged  as  political  and  anti- 
industry. 

The  ABPI  advertising  campaign 
against  the  list  was  undertaken  with  great 
reluctance,  he  said,  but  had  been  fully  and 
voluntarily  supported  by  all  member 
companies  with  a  single  foreign  owned 


to  industry 

exception.  However  the  final  list  had  been 
clearly  influenced  by  the  ABPI's 
representations. 

"Of  the  2,000  products  on  the  blacklist 
only  200  have  data  sheets  in  the  industry's 
compendium.  Of  these,  member 
companies  appealed  for  130,  of  which  over 
100  are  on  the  white  list,  though  mainly  as 
generic  products,"  said  Mr  Wing. 

The  two  worst  features  of  the  limited  list 
were  the  inclusion  of  moderate  analgesics 
and  benzodiazepines  which  were  not 
available  OTC,  and  the  introduction  of 
mandatory  generic  prescribing. 

"This  is  the  fundamental  antithesis  of 
the  situation  required  by  an  innovative 
industry  seeking  the  commercial 
development  of  world  markets,"  he  said. 
"Now  that  the  principle  of  banning 
products  with  trademarks  has  been 
established  in  statute,  it  will  remain  as  a 
substantial  impending  obstacle  to 
investment  decisions.  This  situation  must 
be  radically  re-examined  and  changed." 

A  review  of  the  patent  laws  would  be 
one  way  to  recover  some  lost  ground,  Mr 
Wing  suggested.  A  viable  period  of 
exclusivity  was  an  essential  requirement 
for  an  innovative  industry. 

"We  look  to  the  Government  for 
encouragement  and  action  on  this  matter. 
The  EEC  is  beginning  to  recognise  some  of 
the  dangers  here  and  is  proposing  a  new 
directive  to  ensure  ten  years  commercial 
exclusivity  for  'hi-tech  and  bio-tech' 
developments,"  he  said. 

Negotiation  through  the  PPRS  could 
have  achieved  more  than  the  limited  list 
legislation,  but  there  has  not  been  the 
political  will,  said  Mr  Wing.  "However  this 


industry  falls  very  much  into  the  category 
of  having  too  much  interference  from 
Government;  often  ill-informed  and  with 
too  little  concern  for  the  consequences." 

He  emphasised  that  the  ABPI  does  not 
align  the  industry  with  any  political  camp, 
and  hoped  it  was  not  yet  too  late  to 
regularise  the  industry's  understanding 
with  Government  before  further  damage 
was  done.  "I  can  only  welcome  and  hope 
that  recent  statements  from  both  the 
Secretary  of  State  and  the  Minister  for 
Health,  which  suggest  they  wish  to  find  a 
new  stability  and  rational  basis  with 
industry,  are  more  than  words  alone." 

Mr  Wing  said  the  ABPI  would  be 
extending  the  services  of  the  medical 
department  to  advise  on  and  scrutinise 
advertising  activities.  The  investigation 
into  the  relationship  between  the  industry 
and  doctors  by  the  Royal  College  of 
Physicians  was  both  timely  and  valuable, 
he  said. 

A  voice  for  young 
pharmacists 

Recently  qualified  pharmacists 
could  soon  have  a  new  voice  in  the 
Young  Pharmacists  Association. 

Peter  Joshua,  immediate  past  president 
of  the  British  Pharmaceutical  Student's 
Association  proposes  to  set  up  the  group  to 
give  young  pharmacists  a  "voice".  He 
feels  that  at  the  moment  the 
Pharmaceutical  Society  does  not  take 
much  notice  of  its  younger  members.  The 
formation  of  a  Young  Pharmacists 
Association  will  give  them  recognition, 
says  Mr  Joshua. 

Those  interested  should  contact  Peter 
Joshua  ai  Kingswood  Chemists,  105  High 
Street,  Thornton  Heath,  Surrey. 
■  BPSA  conference  report  p81 1 . 


"We're  not  Conservative  students,  you  know!" 
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No  plans  to  fix 
maximum  drug 
prices 

The  Department  of  Health  is  not 
planning  to  invoke  legal  powers 
which  would  allow  Social  Services 
Secretary  Norman  Fowler  to  fix 
maximum  prices  for  NHS 
medicines. 

Both  DHSS  and  industry  spokesmen 
are  playing  down  a  story  in  last  week's 
Guardian  which  suggested  the  so  far 
unused  section  57  of  the  Health  Service 
Act  (1977)  would  be  activated  against 
pharmaceutical  companies  refusing  to  cut 
prices  in  line  with  the  recently  reduced 
profit  targets  of  15-17  per  cent.  Section  57 
allows  Ministers  to  issue  an  order 
controlling  the  maximum  prices  for  any 
medical  supplies. 

The  Guardian  claims  the  Government 
is  facing  a  rebellion  involving  both  British 
and  foreign  firms.  Instead  of  reducing 
prices,  they  are  arguing  they  are  entitled 
to  price  increases  to  offset  blacklist  losses. 

A  Department  of  Health  spokesman 
acknowledges  that  the  legislation  was 
already  in  existence,  but  told  C&D:  "It  is 


not  something  we  are  expecting  to  have  to 
use.  One  or  two  companies  have  not 
accepted  DHSS  figures." 

Wellcome  and  Reckitt  &  Colman,  two 
firms  who  have  announced  price  rises 
according  to  the  Guardian,  deny  the  fact 
categorically.  Mr  Mark  Foster,  managing 
director  of  R&C's  pharmaceutical  division, 
described  the  report  as  a  "load  of  rubbish. 

"We  have  not  raised  our  NHS  prices  for 
some  time.  I  am  not  aware  of  any  company 
that  has  pulled  out  of  the  PPRS  and  said  it 
would  not  co-operate." 

Dr  Martin  Sherwood,  for  Wellcome, 
said:  "I  have  no  idea  where  the  paper  got 
its  information  from.  We  are  not  in  dispute 
with  the  DHSS  and  have  not  announced 
any  price  increases." 

Wyeth,  also  mentioned  in  the  article, 
has  raised  prices  on  a  number  of  minor 
products  with  sales  of  less  than  £300,000  a 
year.  This  was  done  in  accordance  with  the 
PPRS  with  DHSS  approval.  Wyeth  lost  over 
50  per  cent  of  turnover  due  to  the  limited 
list,  a  spokesman  said. 

An  ABPI  spokesman  described  the 
story  as  a  gross  exaggeration.  He  denied 
there  was  a  secret  deal  which  would  allow 
companies  to  raise  prices  in  the  Summer. 
"The  secret  deal'  was  actually  in  the  letters 
the  Department  sent  to  companies  earlier 
in  the  year.  It  said  prices  would  be 
reviewed  later  in  the  year." 


Improve  PPRS 
says  Collier 


The  terms  of  reference  and  the 
organisation  of  the  Pharmaceutical 
Price  Regulation  Scheme  need  to  be 
restructured,  says  Dr  Joe  Collier, 
senior  lecturer  and  consultant  In 
clinical  pharmacology  at  St 
George's  Hospital  Medical  School. 

Many  feel  that  the  aim  of  ensuring 
profit  to  the  industry  while  maintaining 
reasonable  prices  to  the  DHSS,  are 
mutually  exclusive  and  should  not  be 
handled  by  one  body,  says  Dr  Collier, 
writing  in  the  Lancet  last  week. 

He  suggests  that  if  the  Department  of 
Health  were  to  fix  the  prices  of  some 
named  drugs  to  ensure  compliance  with 
the  15-17  per  cent  profit  target  on  overall 
returns,  any  "gentlemen's  agreement"  on 
the  PPRS  would  collapse.  Furthermore, 
the  PPRS  itself  might  not  survive. 

Dr  Collier,  outlining  the  operation  of 
the  scheme,  says  that  the  PPRS  secretariat 
recognises  that  the  prices  of  drugs 
charged  to  the  DHSS  bear  little  relation  to 
the  cost  of  manufacture. 

Since  these  prices  determine  the 
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overall  cost  to  the  DHSS,  and  overall  sales 
are  a  major  determinant  of  the  PPRS 
negotiations,  Dr  Collier  suggests  that  the 
arrangement  increases  the  income  to  the 
company  and  provides  an  advantageous 
figure  from  which  to  negotiate. 

Manufacturing  costs  were  open  to 
manipulation  by  means  of  transfer  pricing, 
and  the  costs  of  research  were  escalating, 
from  £82m  in  1978  (12  per  cent  of  sales  to 
the  DHSS)  to  £247m  in  1983  (18  per  cent). 

"The  reasons  for  this  remain  obscure 
and  the  non-interventionist  stance  of  the 
DHSS  appears  to  have  prevented  any 
search  for  them,"  says  Dr  Collier. 

The  Department  does  not  know 
whether  trials  being  done  are  of  real 
scientific  value  or  are  essentially 
promotional,  and  it  cannot  check  if  the 
research  is  for  products  for  the  NHS  or  for 
drugs  to  be  sold  overseas.  "These  are 
embarrassingly  large  gaps  which 
inevitably  result  in  quite  indiscriminate 
sponsorship  which  works  against  the 
public  interest,"  he  says. 

Dr  Collier  suggests  that,  unless  the 
professional  skills  of  the  secretariat  are 
strengthened  and  the  information 
provided  by  the  companies  enhanced  to 
allow  for  more  discerning  assessment, 
fully  competent  sponsorship  or  control  of 
prices  by  the  DHSS  is  unlikely. 


Fowler  defends 
list  operation 

Defending  the  operation  of  the 
limited  list  In  the  Commons  on 
Tuesday,  Mr  Norman  Fowler, 
Secretary  for  Social  Services, 
claimed  that  "In  the  first  stages  this 
new  system  has  gone  remarkably 
well." 

Mr  Robert  McCrindle,  (Con)  asked  if  it 
was  correct  that  some  GPs  appeared  to  be 
going  out  of  their  way  to  circumvent  the 
scheme.  Mr  Fowler  assured  him  that  steps 
would  be  taken,  consistent  with  patients 
continuing  to  receive  the  drugs  they 
require,  to  ensure  the  anticipated  savings 
of  up  to  £75m  a  year. 

Mr  Fowler  stressed:  "There  is  very  little 
evidence  that  any  abuses  are  taking  place, 
but  clearly  we  shall  keep  the  position 
under  review." 

Sir  Bernard  Braine  (Con)  told  the 
Minister  that  he  had  received  complaints 
from  GPs  treating  chronically  sick  patients 
and  those  suffering  from  permanent 
illnesses  that  they  were  "precluded  from 
prescribing  what  they  believed  to  be 
clinically  necessary".  Mr  Fowler  said  the 
whole  purpose  of  the  negotiations  which 
had  taken  place  with  the  medical  pro- 
fession was  to  enable  Government  to  meet 
any  legitimate  concerns  there  might  be. 
□  The  Government  has  received  over 
13,000  letters  about  the  limited  list  since  it 
was  announced  last  November.  Since 
January  1,  152  letters  have  been  received 
from  MPs  and  214  from  the  public  about 
the  scope  and  level  of  script  charges. 


Reluctance  over 
spectacles 


When  it  comes  to  selling 
spectacles,  chemists  are  more  likely 
to  follow  Boots'  lead  and  enter 
through  the  professional's  entrance 
rather  than  the  tradesman's. 

This  is  the  conclusion  of  a  recent 
Mintel  report  on  opticians,  which  points 
out  that  pharmacists  would  be  the  obvious 
candidates  to  take  advantage  of  the  end  of 
the  opticians'  monopoly. 

But,  says  the  report,  in  a  survey  of  991 
adults,  73  per  cent  said  they  would  prefer 
to  buy  spectacles  from  registered  opticians 
despite  the  fact  that  it  may  cost  more. 
"Retail  Intelligence  Report,  Spring  1985, 
Opticians"  (£125).  Mintel  Publications 
Ltd,  7  Arundel  Street,  London  WC2. 
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NO  PROBLEM 
WITH  DISTALGESIC 

SUPPLIES 


Unlike  other  generic  Co-proxamol  equivalents 
you  will  never  have  supply  problems  with 
DISTALGESIC 

Your  patients  will  continue  to  request  the 
DISTALGESIC  brand  and  you  will  never  need  to 
turn  away  a  Co-proxamol  prescription. 

DISTALGESIC  is  available  at  the  new  tariff 
price  of  £1.84  from  your  normal  supplier. 

So  you  can  satisfy  patient  demand  with 
DISTALGESIC  and  at  the  right  price. 


IT  PAYS  TO  SPECIFY 


OlSTADista  Products  Limited,  Kingsdere  Road,  Basingstoke,  Hampshire  RG21  2XA.  Telephone  Basingstoke  (0256)  52011  'Distalgesic'  is  a  tradema 


GP  dispensing 
costs  surveyed 
in  Guernsey 

This  week  an  exercise  is  taking 
place  in  Guernsey  which  affects 
only  six  local  pharmacies,  but  could 
have  far  wider  significance.  An 
independent  survey  of  the  relative 
costs  of  pharmacist  and  doctor 
dispensing  is  being  carried  out  for 
the  island's  health  authorities. 

Dispensing  in  Guernsey  in  the  1960s 
was  divided  between  doctors'  surgeries 
and  pharmacies  approximately  in  the 
proportion  55  per  cent  and  45  per  cent. 
When  a  limited  health  service  was 
introduced  to  the  island  in  1971,  40 
doctors  refused  to  join  negotiations, 
fearing  the  new  arrangements  would 
threaten  their  established  dispensing 
turnover. 

As  a  result,  the  service  was  introduced 
according  to  terms  agreed  between  the 
Guernsey  States  and  pharmacists.  Doctors 
who  chose  to  dispense  under  the  scheme 
were  offered  the  same  fees  as  pharmacists 
for  prescriptions  they  dispensed. 

In  succeeding  years  dispensing 
doctors  found  the  terms  gave  them  a  very 
satisfactory  income  from  dispensing,  so 
they  increased  the  proportion  of 
prescriptions  dispensed  at  their  surgeries 
to  a  present  level  of  over  70  per  cent  of  the 
total.  Meanwhile  the  Insurance  Authority 
began  to  suspect  that  there  might  be  a 

Still  no  major 
list  problems? 

Pharmacists  are  finding  that  a  few 
more  problems  are  beginning  to 
surface  as  the  limited  list  starts  to 
make  its  effect  felt.  But  the  main 
difficulty  still  appears  to  be  stock 
shortages. 

David  Poile,  in  Tonbridge,  Kent,  told 
C&D  that  a  lot  of  GPs  are  still  writing  out 
branded  tablets  generically  to  get  round 
the  blacklistings. 

David  Reid,  in  Southend-on-Sea, 
complained  that  his  biggest  problem  was 
obtaining  stocks:  Panadeine  Co,  simple 
linctus  and  lorazepam  tablets  were 
causing  particular  problems. 

Frustration  is  creeping  in,  some  were 
finding  it  difficult  to  check  whether  items 
could  be  dispensed. 

Another  problem  was  with  private 


substantial  element  of  GP  overpayment. 

The  alleged  overpayment  was  thought 
to  result  from  differences  between 
pharmacies  and  surgeries  in  the 
employment  of  pharmacists,  the  nature  of 
prescriptions  dispensed  (with  more 
difficult  ones  being  sent  to  a  pharmacy) 
and  the  net  prices  paid  for  medicines  (with 
incentive  bonuses  being  offered  to 
dispensing  doctors). 

Following  protracted  negotiations 
between  Government  representatives  and 
the  medical  profession,  agreement  was 
reached  that  the  most  equitable  way  to 
establish  a  true  picture  of  the  situation 
would  be  to  survey  the  dispensing  costs  of 
both  pharmacy  and  dispensing  doctor 
contractors  at  the  same  time. 

As  a  result,  a  survey  team  from  the 
Department  of  Health  in  London,  working 
under  contract  to  the  States  of  Guernsey, 
are  this  week  surveying  every  pharmacy 
and  surgery  dispensary  in  the  island. 
Based  on  the  results  of  the  survey  the 
States  Insurance  Authority  will  for  the  first 
time  negotiate  separate  terms  with  the 
doctors  and  pharmacists. 

Since  there  is  no  UK  precedent  for 
dispensing  doctors'  remuneration  being 
based  on  an  accurate  survey  of  costs, 
Guernsey  pharmacists  are  waiting  with 
interest  and  some  anxiety  to  see  what  effect 
the  new  arrangements  will  have  on  the 
level  of  fees  paid,  and  whether  doctors  will 
change  established  habits  to  recoup 
income  lost  through  any  drop  in  fees. 

One  fear  is  that  if  the  fees  paid  to 
doctors  are  reduced,  they  will  dispense  an 
even  higher  proportion  of  the 
prescriptions. 


prescriptions  where  a  large  quantity  of  a 
drug  had  to  be  ordered  for  a  small  quantity 
on  a  script.  Similarly  there  were  some 
difficulties  obtaining  blacklisted  items  that 
could  really  be  regarded  as  counter  lines. 

Again  pharmacists  in  the  North  were 
still  finding  stock  shortages,  such  as 
Naproxen  tablets,  Maalox  suspension  and 
Panadeine  Co. 

Jerry  Shulman,  in  London,  said  that 
some  doctors  appeared  unwilling  to  carry 
out  the  spirit  of  the  operation.  He  had  had 
one  prescription  for  "Tranxene  or 
equivalent".  And  another  of  his  patients 
wrote  in  to  her  GP  requesting  Ativan  and 
Mogadon  and  was  sent  a  private  scripts. 

Mr  Shulman  went  back  to  the  doctor 
and  persuaded  him  to  write  a  generic 
scripts.  The  lady  was  an  OAP  and  could 
not  have  afforded  the  prescription 
although  she  was  prepared  to  pay  because 
she  thought  it  was  the  only  way  she  would 
get  the  medicines  that  were  "keeping  her 
going",  Mr  Shulman  told  C&D. 


The  Pharmaceutical  Services  Negotiating 
Committee  is  sending  this  guide  on  the 
vital  statistics  of  community  pharmacy  out 
to  the  Press  next  week.  Further  help  may 
be  obtained  from  assistant  secretary  Mr 
Peter  Boardman,  who  is  responsible  for 
public  relations 


Research  animal 

The  Association  of  the  British 
Pharmaceutical  Industry  has  set  up 
an  Animals  in  Medicines  Research 
Information  Centre  to  "correct  some 
of  the  misunderstandings  that  exist 
about  the  use  of  animals  in 
medicines  research". 

Announcing  the  launch  of  the  centre  at 
the  ABPI  annual  dinner  president  Ron 
Wing  pointed  out  that  "the  vexed  matter  of 
animals  in  research  has  been  controlled 
for  over  100  years,  but  the  Government 
was  proposing  to  introduce  new  legislation 
in  the  next  session." 

The  centre  has  a  high  powered 
advisory  board  headed  by  Sir  John 
Butterfield,  vice  chancellor  of  Cambridge 
University  (later  this  year  he  becomes 
chairman  of  the  editorial  board  of  the 
Office  of  Health  Economics).  AMRIC  can 
be  contacted  at  the  ABPI  on  01-588  0841. 

Action  on 
glaucoma 

Next  week  will  be  National 
Glaucoma  Action  Week. 

The  organisers,  the  International 
Glaucoma  Association,  aim  to  make  the 
public  more  aware  of  the  disease  and  to 
encourage  pharmacists  and  other 
professionals  to  look  out  for  potential 
sufferers.  A  poster  to  promote  the 
campaign,  was  inserted  in  C&D,  March  23 
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If  s  a  relief  to  know  that  you  can 
recommend  Dentinox  Colic  Drop 

You  are  probably  aware  of  the  recc 
concerning  infant  colic  preparations. 

Certain  products  containing 
dicyclomine  have  had  a  change  in 
n  (  r)      /dication.  They  should 

For 

O      treating  very 
young  babies. 

However,  there  is  help. 
Dentinox  Colic  Drops. 
They  do  not  contain  any 
form  of  systemic  drug,  an 
can  continue  to  be  used: 
for  treatment  of  colic  In  ' 
babies  from  birth  onwarc 


en  si  en 


Dentinox  Colic  Drops  contain  a  sm 
of  finely  divided  silica  in  suspension. 
This  works  swiftly  to  disperse  t 
air  bubbles  of  ingested  air  that 
cause  the  pain. 

and  no  effect  on  the 
central  nervous  system. 

Dentinox  Colic  Drops: 

Gently  and  safely 
relieves  babies'  wind 
and  griping  pains. 

Dendron  Ltd.,  94  Rickmansworth  Road,  Watford,  Herts  WDl  7JJ.  Tel:  (0923)  29251.  Telex:  935610. 


NEWS  B  ™  TOPICAL  REFLECTIONS  

by  Xrayser 


Marquis  fined  for 
burglary 

The  29-year-old  Marquis  of 
Blandford  was  fined  £1,000  and  put 
on  probation  for  two  years  on 
Monday  for  burgling  a  chemists' 
shop  in  an  attempt  to  satisfy  his 
need  for  drugs. 

Stipendiary  magistrate  Mr  Eric 
Crowther  told  the  Marquis,  who  had  given 
up  a  career  as  a  helicopter  pilot,  that  it 
might  help  other  young  people  to  realise 
that  when  drugs  are  taken,  "the  highest  in 
the  land  can  fall  to  the  lowest." 

The  Marquis,  son  and  heir  of  the  Duke 
of  Marlborough,  had  pleaded  guilty  at 
Horseferry  Road  Magistrates  Court  to 
breaking  into  the  Pimlico  Green 
Pharmacy  near  his  home  at  Draycott  Place, 
Chelsea,  on  February  16  and  to  possessing 
a  small  amount  —  121mg  —  of  heroin. 

He  was  fined  for  the  burglary,  and  for 
the  drug  offence  was  placed  on  probation 
for  two  years. 


Numbers  down 

The  number  of  pharmacies  in  Great 
Britain,  static  so  far  this  year,  fell  by 
two  in  March. 

In  England  there  were  24  additions  to 
the  Register  of  Premises  and  19  deletions 
(two  openings  and  two  closures  were  in 
London).  One  shop  was  restored  to  the 
Register.  Wales  lost  four  pharmacies  — 
there  were  no  openings.  In  Scotland  there 
were  two  new  shops,  but  five  closures. 

The  number  of  premises  is  now  1 1 , 105 . 


Ovol  withdrawn 

Ovol  colic  drops  have  been 
withdrawn. 

The  move  follows  reports  in  the  lay  and 
medical  Press  of  temporary  apnoea  in 
infants  after  use  of  dicyclomine-containing 
products  for  colic. 

"The  exact  cause  of  apnoea  is 
imprecisely  understood  and  does  not 
appear  to  occur  in  infants  over  the  age  of 
three  months",  say  makers  Pharmax. 

"The  medical  evidence  is,  at  best, 
inconclusive  and  con)ectural  and  the 
reported  number  of  adverse  reactions  is 
minimal,"  says  Dr  Anthony  Goldberg, 
medical  director  at  Pharmax. 

Pharmacists  should  return  stocks  to 
wholesalers  for  credit.  Pharmax  Ltd, 
Bourne  Road,  Bexley,  Kent  DAS  1NX. 
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More  on  doctor 
dispensing  

I  just  loved  the  report  of  the  interview  with 
Dr  David  Farrow,  new  chairman  of  the 
rural  practices  subcommittee  of  the 
GMSC,  a  man  whose  assertions  about 
dispensing,  would  indicate  we  have  no 
place  in  the  field  of  medicine.  He  even 
suggests  our  concern  at  the  threatening 
take-over  of  rural  dispensing  by  doctors  is 
merely  a  reflection  of  our  attempts  to  find  a 
role  in  society?  He  thinks  dispensing  is  a 
piece  of  cake,  easily  delegated  to  staff  who 
have  some  sort  of  training.  "Remember," 
he  says,  "It  is  the  doctor  who  carries  the 
can."  Or  the  patient? 

Remember,  in  many  prescribing 
practices  there  are  no  scripts  written 
before  the  items  are  dispensed  and  there 
are  no  statutory  checks  on  product,  dose, 
quantity  or  accuracy.  The  doctor  doesn't 
have  to  oversee  the  work  personally,  nor 
be  on  the  premises,  nor  even  in  the 
country  when  dispensing  or  the  handing 
over  of  medicines  takes  place.  An  error  by 
a  doctor,  will  hardly  be  picked  up  by  staff 
trained  under  him,  since  they  must  assume 
he  knows  what  he  is  doing? 

It  is  not  just  sniping  to  point  out  that  the 
doctor  who  claims  to  be  under  pressure, 
with  at  best  a  five  minute  consultation 
time,  can  hardly  claim  to  be  able  to 
supervise  all  the  work  that  leaves  his 
premises.  Nor  can  he  possibly  act  as  the 
independent  longstop  like  the  pharmacist. 
How  many  doctors  do  we  know  who  have 
reason,  if  they  are  honest,  to  be  grateful  to 
their  local  pharmaceutical  colleagues? 
How  many  rural  patients  have  benefitted? 

Sanpro  on  TV? 

Rumour  says  sanpro  products  may  go  on 
the  "box"  soon.  Whether  there  is  any  truth 
in  this  or  not,  one  thing  is  certain,  the  sale 
of  them  appears  to  be  a  non-profit  service 
so  far  as  I  can  see,  only  beaten,  I  thought 
in  terms  of  poor  return,  by  the  distribution 
of  old  National  dried  milk  baby  foods. 

But  a  pharmacist  has  just  passed  on  his 
print-outs  from  Unichem  for  a  period  of 
three  months,  which  I  am  fascinated  to 
find,  give  a  marvellous  selection  of 
breakdowns  of  sales  numbers  and  profits. 
These  show  that  Unichem-supplied  paper 
tissues  and  towels  gave  an  incredible  8  per 
cent  profit,  followed  by  toilet  tissue  giving 
just  over  9  per  cent,  razors  and  blades 
giving  around  10  per  cent,  and  feminine 
protection,  giving  nearly  11  per  cent 
profit.  On  this  list  hair  lacquer,  drinks, 
gloves  and  mens'  toiletries  show  similarly 
low  profits. 


I  don't  care  how  the  market  works. 
There  is  no  way  I  would  be  able  to  operate 
on  these  margins.  Nor  do  I,  since  the 
suppliers  I  deal  with  have  to  offer 
considerably  better  than  that  or  I  don't 
stock  their  products.  Despite  being  one  of 
the  smaller  dispensing  businesses  I  have  a 
good  retail  side,  and  some  limited  buying 
power.  But  STs,  and  particularly  Tampax, 
offer  unacceptably  low  margins  so  far  as  I 
am  concerned,  unless  I  am  willing  to  tie  up 
six  months'  capital  at  a  time. 

Well,  maybe  I  am  and  maybe  I'm  not.  I 
had  high  hopes  of  Pennywise  as  a  product 
which  would  offer  a  competitive  retail 
price,  and  at  the  same  time  give  us  a 
workable  margin.  On  the  whole  when  the 
deals  come  around  it  has  fulfilled  my 
hopes  as  it  is  an  acceptable  product.  How 
would  it  be  if  a  series  of  three  sizes  of 
tampons,  packed  in  twenties  were  to  be 
marketed  under  the  Pennywise  name  and 
distinctive  pack?  I  reckon  it  would  sell 
well,  particularly  if  they  were  able  to 
advertise  a  little  at  launch,  and  maintain  a 
fair  retail  margin.  It  could  be  a  classic 
product  for  pharmacy  to  launch  over  a 
four  to  five  year  spell. 

Vote! 

Last  time  I  made  a  fool  of  myself  by  saying 
there  would  be  an  80  per  cent  vote  for 
Council  election,  when  in  fact  800  fewer 
pharmacists  actually  returned  polling 
papers  than  the  previous  year.  Covered 
me  with  egg  that  did. 

What  is  wrong  with  us?  Doesn't  anyone 
feel  the  urge  to  propel  our  moribund 
Society  into  some  sort  of  effective  orbit? 
While  I'm  not  sure  any  one  member  of 
Council  could  do  this,  surely  if  the  retail 
section  of  pharmacy  which  represents 
about  80  per  cent  of  its  membership,  took 
up  the  heavy  task  of  ticking  the  first  seven 
retail  pharmacists  on  the  sheet, 
irrespective  of  their  virtues  still  a 
worthwhile  change  would  take  place  at 
Lambeth?  It  would  be  better  than  not 
doing  anything. 

Mind  you,  you  would  have  to  co- 
ordinate muscle  and  nerve  to  insert  the 
paper  into  the  free,  stamped  addressed 
envelope,  and  put  it  out  to  be  posted.  It 
could  possibly  take  two  minutes  if  you  took 
care  not  to  read  what  any  of  the  candidates 
said. 

From  what  happened  last  time,  I  urge 
you  from  the  bottom  of  my  heart,  do  not 
read  past  the  statement  that  the  candidate 
is  in  community  pharmacy  before  you  tick. 
Remember  "enough  is  enough"  and  all 
that.  Go  on,  I  dare  you.  When  the  papers 
come,  just  open  them,  put  in  seven  crosses 
as  indicated,  put  it  \  ick  in  the  envelope 
and  post.  Easy,  isn't   7  Well  done! 
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WHICH  ONI 

OPEN 


One  of  the  more  obvious  attractions 
of  a  British  Telecom  Telemessage  is  the 
envelope  in  which  it  arrives. 

It's  not  through  mere  chance  that  it's 
coloured  a  compelling  yellow,  with  vivid 
blue  type. 

It  has  been  designed  to  convey  im- 
portance. To  scream  "read  me"  right  out 
loud  from  in  amongst  the  blandness 
of  the  morning  mail. 

Works  doesn't  it? 
And  impact  is  only 
part  of  the  appeal. 


WE  GUARANTEE 
 DELIVERY  

Telemessage  is  in  fact  a  reliable  and 
extremely  easy  method  of  sending  the 
written  word  to  any  number  of  desti- 
nations throughout  the  country. 

And  it  happens  overnight.  You  don't 
even  require  your  secretary.  Just  phone  in 
your  details  and  we  do  the  rest. 

Your  message  can  be  anything.  Your  new 


price  list.  A  pressing  report.  A  confirmat 
A  notification.  A  final  demand.  Whate 
Simply  phone  and  it  will  arrive. 

IT  COSTS  LESS  WITH  DIRECT 
 ACCESS.  

And  should  you  become  a  reg! 
sender  of  Telemessages,  may  we  sugij 
Direct  Access.  We  supply  you  with  j 
own  desk  top  terminal  linked  directly 
our  computer. 


iVOULD  YOU 
<1RST? 


we  deliver  within  a  day  or  two  as  opposed 
to  overnight. 

At  only  60p  a  message,  and  provided 
overnight  delivery  is  not  essential,  then 
Telemessage  II  is  most  effective. 

And  there's  considerably  more. 
Telemessage  can  get  increasingly  sophist- 
icated to  make  your  life  increas- 
ingly easier,  and  in  more  ways 
than  we  have  space  here  to 
discuss. 

Whyjrot  find  out. 

*  Call  Jolin  Morgan  on 
Freefone  2741  or  nil 
in  the  coupon  below, 
and  we  will  be  del- 
ighted, in  turn, 
to  fill  you  in. 


It  puts  you  in  complete  control,  which 
res  time  and,  you'll  be  glad  to  hear,  money. 
So,  how  much? 

To  send,  let's  say,  news  of  an  imminent 
)motion  to  every  stockist  in  the  country, 
h  next  working  day  delivery  guaranteed, 
>ts  only  SI  per  message  using  Direct 
2ess.  With  Telemessage  II,  it's  even  cheaper 

ONLY  60p  A  MESSAGE.  

Telemessage  II  is  a  new  service,  where 


!~To:  John  Morgan,  FREEPi  >STTel. -message  Marketing,  CD1 
Hi  k  mi  (id!),  Elect ra  House,  Victoria  Embankment, London  WC2R  3BR. 
Please  send  me  the  Telemessag<  ■  lnf<  ninatii  in  Pack, 

Name  


C<  >mpany_ 


Position  within  Company. 
Address  


.Tel  No, 


SPECIAL  INTROIX  CTI  >KY  OFFER  Enclosed  with  the  Information 
Pack  is  a  v<  nicher  worth  i  1H  off  the  <•<  >st  of  your  tirst  o()  Telei  Messages. 

©Telemessage 

Fast  delivery.  Without  fuss.  Without  fail. 
Dial  100  (190  in  London). 


COUNTERPOINTS  Ha55=i 


Denim  drops 
blue  jeans 

Elida  Gibbs  have  relaunched  the  Denim 
range  of  men's  toiletries  and  are 
supporting  the  new  look  with  a  £1.5m 
television  campaign. 

The  company  felt  it  was  time  to  give  the 
range,  launched  in  1976,  a  new  image. 
"Over  the  past  decade  men  themselves 
have  changed.  Their  approach  to  fashion 
has  become  more  precise  and 
sophisticated  —  the  open  necked  denim 
shirt  has  died  a  death,"  says  product 
manager  Roger  Ramsden. 

The  packaging  has  moved  away  from 
the  denim  clad  man  theme.  It  now  has  a 
"more  stylish  livery  with  graduated  colour 
tones  that  range  from  a  deep,  inky  blue  to 
a  strong  masculine  royal  blue  and  a 
shadowed  bottle  outline  with  a  spotlight  on 
the  Denim  button." 

The  revamp  has  included  a  reduction 
in  the  number  of  lines  in  the  range  from  16 
to  six  comprising:  after  shave  (100ml, 
£2.39),  shaving  foam  (170ml,  £0.99),  anti- 
perspirant  roll-on  (45g,  £0.99),  anti- 
perspirant  aerosol  (143ml,  £1.19), 
deodorant  body  spray  (143ml,  £1.19)  and 
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talc  (lOOg,  £1.19).  The  Denim  Musk  range 
has  been  delisted.  "When  we  launched 
Musk  we  tried  to  charge  a  premium  price 
for  it  and  grafted  it  onto  the  original 
fragrance  and  this  has  obviously  not 
worked,"  says  Mr  Ramsden. 

Denim  has  been  given  a  "more  value 
for  money"  price  tag  to  make  it  more 
competitive  with  other  ranges.  New  prices 
compare  favourably  with  old,  for  example 
aftershave  has  been  reduced  in  price  by 
£0.86  and  shaving  foam  by  £0.46. 

The  fragrance,  which  was  perceived 
"to  be  a  little  too  harsh  and  sharp",  has 
undergone  a  "subtle"  modification  to 
make  it  "fresh  and  spicy". 

A  new  television  commercial  with  the 
slogan  "Denim  with  after  effects"  will  be 
screened  m  June  followed  by  a  pre- 
Chnstmas  burst. 

Elida  Gibbs  are  launching  the  new 
budget  Denim  into  a  market  which  they 
estimate  to  be  worth  £145m  (rsp)  in  1985, 
increasing  at  5  per  cent  per  annum.  They 
are  hoping  to  regain  the  brand  share  of  7 
per  cent  which  Denim  achieved  in  the 
early  80s. 

A  counter  display  unit  containing  all 
six  items  in  the  range  is  available.  Elida 
Gibbs,  PO  Box  1DY,  Portman  Square, 
London  W1A  1DY. 


The  team  are  holding  lunchtime 
seminars  in  health  centres  throughout  the 
UK  detailing  district  nurses  on  the  use  of 
Seton's  bandages  and  dressing,  including 
demonstrations  of  application  techniques 
and  a  video.  Seton  Products  Ltd,  Tubiton 
House,  Medlock  Street,  Oldham,  Lanes. 

Health  Factor's 
bigger  Selection 

Health  Factor  have  added  five  new 
products  to  their  Natural  Selection  range 
of  dietary  supplements.  The  pure 
ingredients  with  no  additives  are  sealed  in 
gelatine  shells,  says  the  company. 

They  are  white  willow  bark  180mg 
(100,  £1.95),  valerian  240mg  (30,  £1.45), 
parsley  peart  125mg  (50,  £1.80),  slippery 
elm  180  (50,  £1 .65)  and  passiflora  230mg 
(50,  £1.95).  The  Health  Factor  Ltd, 
Gilmorton  Road,  Lutterworth,  Leics. 


Bioscal  repack... 

Bioscal  hair  formula  and  shampoo  have 
been  repackaged.  The  outers  in  green 
and  white  depict  the  hair  follicle  as  a 
symbol  which  follows  through  on  both 
products.  Newtons  Laboratories,  PO 
Box  789,  111  Wandsworth  High  Street, 
London. 


...and  Kamillosan 

Norgme  have  repackaged  Kamillosan 
ointment,  used  by  nursing  mothers  for  sore 
and  cracked  nipples.  The  product  will 
continue  to  be  promoted  to  midwives, 
district  nurses  and  health  visitors 
throughout  the  year.  Norgine  Ltd,  116 
London  Road,  Headington,  Oxlord. 


Solid  advice 

"Weaning  —  from  baby's  first  solid  food  to 
family  meals"  is  a  booket  explaining  how 
and  when  to  introduce  solid  foods  and 
answers  common  questions  associated 
with  the  step. 

The  booklet  is  supported  by  a  new  film 
on  weaning,  made  in  conjunction  with  the 
Oxfordshire  Health  Authority.  Both  are 
available  free  from  the  Nutrition 
department,  Farley  Health  Products  Ltd, 
Torr  Lane,  Plymouth,  Devon. 

Californian  Perfumery  products  are  now 
being  distributed  by  David  Ross  of  London 
(Cosmetics  Ltd),  3  Loughborough  Street, 
Kennmgton  Lane,  London  SE11  5RJ. 
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New  Eschmann 
stoma  packs 

Eschmann  Healthcare  are  introducing 
redesigned  packaging  for  their  stoma 
products. 

The  clear  plastic  rigid  packs  with  peel- 
off  tops  offer  improved  protection  for 
products  and  are  easier  for  ostomists  to 
use,  says  the  company. 

The  packs  now  come  in  two  standard 
sizes  holding  10  or  30  stoma  bags,  for 


example,  in  accordance  with  recent  DHSS 
guidelines  on  standardisation  of 
packaging  to  relate  to  the  average  monthly 
requirements  of  ostomists.  Eschmann 
Healthcare  Division,  Peter  Road, 
Lancing,  West  Sussex  BN1 5  8TJ. 


Seton s  nurses 

Seton  Products  have  appointed  a 
community  team  of  trained  nurses  to 
promote  their  range  of  Drug  Tariff 
products. 


Good  news 
for  weight  watchers. 


The  new  range  of  Austin  Vans  V* 
carry  more  weight  in  more  ways  than  one?8 

To  stall  with,  the  Austin  Metro  Van  has  a 
useable  load  space  of  over  38  cu.  ft.  allowing  it 
to  carry  a  payload  of  310  kg. 

Whilst  the  Austin  Maestro  Van  has  over 
85  cu.  ft.  of  load  space  and,  depending  on 
which  model  you  choose,  a  payload  of  either 
500  or  700  kg.® 

Impressive  figures,  which  look  even 
better  when  you  consider  that  the  Maestro 
costs  less  than  its  nearest  rival. 

And  your  savings  don't  stop  here, 
because  the  front  wheel  drive  Austin  Vans 
deliver  excellent  mpg.  The  Metro  1.0  litre  will 
go  59.7  miles  on  one  gallon  and  the 
1.3  Maestro  500  can  achieve  over  45  mpg.® 

Vans  that  mean  business. 

The  new  Austin  Vans  are  commercial 
vehicles  in  every  sense  of  the  word. 

For  instance,  the  Maestro  is  fitted  with 
heavy  steel  bumpers,  securely  recessed 
headlamps  and  slam-lock  rear  doors  opening 
through  180? 

Whereas  the  Metro  has  a  wide  and  deep 
tailgate  that  allows  clear  and  easy  access 

'PManufacturer'sdala.  <2>Metro  1.0  L  simulated  urban  cycle  45.7  mpg  (6.2  L/100  km),  conslant  56mph  59.7  mpg  (4.7  L/100  km),  constant  75  mph  40.2  mpg  (7.0  L/100  km). 
Maestro  500  HC  simulated  urban  cycle  35.2  mpg  (8.U  L/100  km),  constant  56  mph  45.7  mpg  (6.2  L/100  km),  constant  75  mph  32.3  mpg  (8.7  L/100  km).  Models  shown  Metro  310  1.3  L  at  £4,361  and  Mae 

700  L  at  £5,557.  Prices  correct  at  time  of  going  to  press,  excluding  number  plates  and  delivery. 


to  a  strong  flat  payload  floor. 

What's  more,  both  vans  share  most  of 
the  benefits  of  Supereare,  Austin  Rover's 
complete  customer  care  plan. 

Passenger  car  comfort. 

Although  the  Austin  Vans  have  been 
built  for  business,  we  haven't  forgotten  the 
people  who  drive  them. 

In  fact,  you  have  a  choice  of  City  or  'L' 
models  with  the  high  standards  of  comfort, 
equipment  and  handling  that's  usually 
reserved  for  passenger  cars. 

To  find  out  more,  just  visit  your  Austin 
Rover  dealer  or  fill  in  the  coupon. 

The  Austin  Vans  range -from  £3,879 
to  £5,557. 


For  brochure  and  price  list,  send  this  coupon  to  The  Advertising  Dept., 
Auslin  Rover  Group,  Sales  and  Marketing  Division,  Canley  Road,  Canley, 
Coventry  CV5  6QX. 

Name  


Address- 


County  

Post  Code. 


AUSTIN 

VANS 

From  Austin  Rover 

C&D  20/4 


Ull  FILM 


YOU 


How  we're  putting  Fuji  Film  all  over  Britain  this  summer 


[he  Fuji  balloon  is  coming  to  Britain! 

■  Similar  to  the  airship  that  provided 
the  platform  for  much  of  the  coverage  of 
the  Los  Angeles  Olympics,  the  'Big  Fuji' 
as  it  is  affectionately  known  on  the 
continent,  will  be  spearheading  the  Fuji 
Film  summer  promotion  throughout  the 
media.   


FUJI  FILM 


The  Big  Fuji  is  one  of  the  largest 
airships  in  the  world.  And  the  'flying 
colours'  promotion  breaks  all  records  on 
facts  and  figures  alone. 

The  ship  itself  is  mind  boggling  in  its 
dimensions. 

Its  length  spans  60  metres,  almost 
seven  times  that  of  a  double-decker  bus 
and  has  a  diameter  of  14.5  metres. 

A  6,000  cubic  foot  envelope  of 
rubberised  Trevira  high  tenacity  fabric  is 
filled  with  extremely  expensive  non- 
inflammable  helium  gas  which  gives  the 


ship  a  payload  lifting  capacity  of  1800kg. 

Powered  by  two  250HP  Porsche 
engines,  the  Big  Fuji  cruises  at  50Km/hr 
at  a  height  of  500  metres. 

Ground  support  for  the  balloon 
consists  of  a  small  army  of  personnel 
with  no  less  than  20  vehicles  which  are 
required  to  launch,  land,  fuel, 
service  and  maintain  the  ship  and  its 
crew  during  the  600  miles  round 
-trip. 

An  exciting  and 
comprehensive  programme  of 
'personal'  appearances  with 
extensive  media  coverage  is  already 
planned  for  the  Fuji  Film  airship. 

It  will  be  moored  at  airports  near  to 
the  towns  on  the  itinerary  from  Dover 
to  Manchester  and  back  via  the 
Midlands. 

The  big  balloon  will  be  used  to 
support  local  events  as  well  as  featuring 
in  promotions  and  offering  flights  for 
dealers  and  customers. 

Everyone,  everywhere  will  be 
aware  of  the  Fuji  name  in  the  sky 
and  we're  also  making  sure 
they're  aware  of  us  in  your  shop  too. 


To  do  just  that,  we've  assembled  our 
biggest  ever  package  of  advertising  and 
sales  promotion  plans. 

'Sails  through  with  flying  colours'  is 
the  campaign  theme  which  will  be 
carried  through  a  whole  range  of  media 

outlets. 


EYES  UP  FOR  A  FULL 
HOUSE  OF  EXCITING  FUJI 
FILM  PROMOTION 

NATIONAL  TV 

Forty-two  million  viewers  will  see  a 
breathtaking  commercial  that  continues 
the  highly  successful  'breakthrough' 
theme  using  the  airship.  A  girl  on  a 
trapeze  suspended  from  a  biplane 
'crashes'  through  the  Fuji  balloon  in  a 
heart-stopping  action  sequence. 


This  all-network  commercial  is 
scheduled  for  screening  over  June  and 
July  and  will  provide  over  170  million 
sales  impressions  since  85%  of  all  adults 
will  see  it  at  least  four  times. 


NATIONAL  PRESS 

The  'Big  Fuji'  features  in  an  exciting 
consumer  competition,  linked  to  film 
purchase,  with  big-value  prizes  including 
trips  for  two  in  Concorde! 

Runner-up  prizes  include 
Fuji  DL200  cameras. 

Leaflets  and  entry  forms  with 
counter  dispensers  will  be  available 
from  all  Fuji  Film  stockists. 

BIG,  BRIGHT  IPOS 
MATERIAL 

Fuji's  airship  point-of-sale 
has  to  be  seen  to  be  believed. 
Hanging  airships,  showcards, 
door  stickers,  balloons,  badges 
and  carrier  bags  will  all  be 
available  for  dealer 
use  during  the 
campaign  period. 

Plus  T-shirts  and 
sweatshirts  that  add 
style  to  sales  promotion 


One,  a  general  ad  that  slots  in  with 
our  national  theme  and  a  speciakeaser 
ad  for  dealers  located  on  the  airship 
route. 

WATCH  YOUR  FILM 
SALES  RISE  WITH  THE 
FLYING  COLOURS' 
PROMOTION.  FOR 
FULL  DETAILS  OF 
ALL  THE  ACTIVITY 
IN  YOUR  AREA  GET 
IN  TOUCH  WITH 
YOUR 

REPRESENTATIVE 
OR  CONTACT 
FUJIMEX  ON 

(0793! 


Fujimex,  Dorcan,  Swindon,  Wilts  SN3  5HW. 


LOCAL 

ADVERTISING 
SUPPORT 

A  ready-to-wear  dealer 
advertisement  featuring  the  Big  Fu 
will  be  provided  in  two  versions. 


SaiUthrougkwith 

ftyjngcotours! 


No  rinse  mousse 
from  Alberto 

Alberto-Culver  are  launching  Body  n' 
Shine  no-rinse  mousse  conditioner  and  are 
planning  a  £lm  support  programme. 

The  mousse  is  being  introduced  in 
three  variants:  super  light  for  frequent  use, 
volume  plus  for  extra  body  and  one  for  dry 
or  damaged  hair.  It  comes  in  three  sizes  — 
30ml,  £0.60;  60ml,  £0.99  and  120ml, 
£1 .65,  and  will  stand  alongside  Alberto- 
Culver's  other  two  mousses,  V05  styling 
mousse  for  control  and  V05  Alive  for 
colour  and  style. 

"Body  'n  Shine  represents  a 
breakthrough,  as  it  has  been  designed  to 
be  left  in  the  hair.  This  allows  better 
conditioning  and  protection  than  was 
possible  before,  but  the  lightness  of  the 
formulation  means  the  mousse  can  be  used 
on  each  washing,  without  over- 
conditioning.  Body  n'  Shine  is  also 
suitable  for  use  between  shampoos  to 
"pep-up'  tired  hair  styles,"  says  marketing 
director  Mark  Springett. 

Advertising  has  still  to  be  finalised,  but 
promotions,  including  a  sampling 
campaign,  are  promised.  Alberto-Culver 
Co,  Houndsmill  Industrial  Estate,  Telford 
Road,  Basingstoke,  Hants  RG21 2YX. 


Frame  it  with 
Bergasol 


Chefaro  are  launching  a  Bergasol 
Summer  window  display  competition  for 
chemists  with  over  £2,000  worth  of  prizes. 

Chemists  who  wish  to  enter  will  receive 
a  display  pack  containing  mini-loungers, 
parasoles,  sunglasses  and  visors  all  scaled 
to  fit  the  Bergasol  bottles,  plus  a  showcard, 
sun  waves  and  a  yellow  sand  cloth. 

Two  winners  will  each  receive  £500 

782 


worth  of  gold  designer  jewellery  suitable 
for  male  or  female  —  while  14  regional 
winners  will  each  get  a  nine  carat  gold 
plated  waist  chain. 

Sally  Hunt,  product  manager 
comments  "Our  1984  window  competition 
was  extremely  successful  with  over  1,000 
chemists  participating.  The  competition 
helped  Bergasol  have  stronger  presence 
during  the  Summer."  Chefaro  Properties 
Ltd,  Science  Park,  Milton  Road, 
Cambridge  CB44BH. 


Jumbo  enlarger 
from  Kis  

Kis  Services  (UK)  Ltd  are  launching  what 
they  claim  is  the  world's  fastest  daylight 
operated,  instant  enlarger-print 
processor. 

The  Jumbo  daylight  enlarger  is  33in 
wide  x  40indeep  x  60in  high.  It  can 
process  most  sizes  of  colour  negatives  and 
enlarge  to  16  sizes,  up  to  50cm  x  70cm.  It 
is  said  to  turn  out  high  quality  finished 
prints  at  the  rate  of  one  a  minute. 

Designed  along  the  lines  of  the  Kis 
Photo  Minilab,  the  Jumbo  requires  no 
specialist  knowledge,  and  the  makers 
claim  it  can  be  operated  by  anyone  with 
just  a  day's  training.  Both  the  Minilab  and 
the  Jumbo  are  aimed  at  the  small  retail 
outlet,  in  which  space  is  at  a  premium  and 
developing  costs  need  to  be  low  to  keep  up 
profit  margins. 

Pharmacists  installing  the  equipment 
can  claim  an  allowance  towards  the  cost  of 
advertising  the  service.  A  team  of  retail 
consultants  will  recommend  a  marketing 
strategy  for  each  outlet  and  suggest 
pricing  policies.  A  retail  guide,  including 
money-off  coupons  for  local  distribution, 
is  available  to  new  customers  and  seminars 
are  held  for  the  interchange  of 
promotional  ideas. 

The  Minilab  costs  £24,950  and  the 
Jumbo  will  be  between  £15,000-£20,000. 
Kis  Services  (UK)  Ltd,  Kis  House,  South 
Bank  Business  Centre,  Unit  A,  Nine  Elms 
Lane,  London  SW8  5EA. 


Tabu  parf  um  in 
refill  spray 

Tabu  eau  de  parfum  is  now  available  as  a 
10ml  refillable  spray  (£4.77  trade)  in  a 
black  display  unit  holding  up  to  12  sprays. 
The  50ml  eau  de  parfum  spray  has  been 
discontinued. 


Dana  Perfumes  have  extended  the 
Herbissimo  range  with  two  new  body 
sprays  —  marjoram  and  African  green 
orange  —  and  a  new  marjoram  fragrance 
in  the  cologne  range.  A  special  trade 
price  of  £1 .83  per  unit  is  being  offered  on 
the  cologne  (minimum  order  six). 

Rigaud,  for  which  Dana  are  sole 
distributors,  have  introduced  a  lavender 
fragrance  to  their  range  of  candles  which 
are  presented  in  semi-crystal  glass 
containers  with  a  silver-plated  top  and 
base  (from  £5. 17  trade) .  Dana  Perfumes 
Ltd,  45 A  Crusoe  Road,  Mitcham,  Surrey. 


Waxsol  in  10ml 

A  10ml  bottle  of  Waxsol  has  replaced  the 
16ml  bottle.  The  product  has  been 
repackaged  and  the  10ml  bottle  retails  at 
£1.12.  Norgine  Ltd,  116 London  Road, 
Headington,  Oxford  OX3  9BA. 


ON  TV 
NEXT  WEEK 


G  Grampian 

U  Ulster 

STV  Scotland 

B  Border 

G Granada 

Central 

C  Central 

A  Anglia 

Y  Yorkshire 

CTV  Channel  Islands 

TSW  South  West 

HTV  Wales  &  West 

LWT  London  Weekend 

TTV  Thames  Televi 

ion    TVS  South 

C4  Channel  4 

Bl  TV-am 

TT  Tyne  Tees 

Cidal: 

Farleys  rusks: 
Hedex  range: 
Jaap's  health  salts: 
Lister  ine: 
Migralilt: 
Old  Spice: 
Pretty  Polly: 


Bt 

All  areas 
All  areas 
TVS 
C,LWT,TTV 
Y,C4(Y) 
All  areas 
All  areas 


Askit  powders: 

Benylin: 

Chapstick: 


TVS 
Y,LWT,TTV 
Y 


Simple  skin  care:  C4(G,Y,STV,HTV,TT,TSW,U) 
Sweetex:  All  areas 

Vaseline  petroleum  jelly  :  Bt 
Vantage  own  brands:  STV,C,HTV,C4,Bt 
Wrigley's  Freedent:  HTV 
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lake  hay 


Plant  out  Otrivine  Hay  Fever  Formula  among  your  stocks. 

Nothing  grows  faster.  Last  year  it  shot  from  nowhere  to 
brand  leader  in  the  topical  remedy  sector,  all  in  the  course  of  a 
single  summer. 

And  with  six  million  sufferers  already  counting  the  pollen, 
why  should  this  year  be  any  different? 

Nothing  acts  faster  either.  Otrivine  Hay  Fever  Formula 
contains  a  decongestant  to  unblock  the  nose  and  an  antihistamine 
to  silence  the  sneeze. 

The  beneficial  effect  lasts  for  up  to  eight  hours. 

Or  in  your  case,  up  to  four  months.  So  long  as  you  don't  let 
the  grass  grow  under  your  feet. 

OTRIVINE  HAY  FEVER  FORMULA [P]  PRODUCT  INFORMATION.  PRESENTATION:  Pottle  of  nose  drops  or  nasal  spray  containing  xylometazolme  hydrochlor  0.05%;  antazoline  sulph.  0.5% 
INDICATION:  Prompt  relief  of  rhinitis  due  to  hay  fever,  seasonal  or  perennial  allergies.  DOSAGE:  Adults  and  children  -  2  or  3  drops  or  1  spray  in  each  nostril  two  or  three  times  daily. 
CAUTION:  Do  not  give  to  patients  taking  MAOIs.  Limit  use  to  short  periods.  Avoid  alcohol.  SIDE  EFFECTS:  Local  nasal  irritation,  headache,  insomnia,  palpitations,  drowsiness. 


*    OTRIVINE  IS  A  REGISTERED  TRADE  MARK. 


COUNTERPOINTS 


Pond's  add  to 
Gentle  Touch 


Chesebrough  Pond's  are  extending  the 
Gentle  Touch  range  of  skincare  products 
by  the  addition  of  eye  make-up  remover 
(150ml,  £1.49).  Aimed  at  the  young  user,  it 
is  fragrance  and  colour  free  and  non-oily. 

Brand  manager  Mujib  King  says:  "We 
have  identified  the  eye  make-up  remover 
sector  as  a  major  area  of  opportunity.  Only 
23  per  cent  of  all  women  using  eye  make- 
up use  any  eye  make-up  remover  at  all." 

The  product  comes  in  cases  of  12  units 
and  will  be  available  from  May.  Packaging 
is  in  line  with  the  rest  of  the  range. 

The  Gentle  Touch  range  is  currently 
being  supported  by  an  advertising  spend 
of  £2. 2m  including  a  women's  Press 
campaign  and  sampling  operation. 
Cinema  advertising  is  also  planned  for 
June  to  September.  Chesebrough-Pond's 
Ltd,  PO  Box  242,  Consort  House,  Victoria 
Street,  Windsor,  Berks. 


Ivy  Cottage  for 
little  girls 


Ivy  Cottage  is  a  range  of  young  toiletries 
and  scented  gifts  from  Prelude  Concepts  & 
Designs. 

Linking  with  a  new  set  of  children's 
books  written  by  E.J.  Taylor  and  featuring 
the  characters  Violet  Pickles,  Ruby 
Buttons,  Miss  Biscuit  and  a  collection  of 
animals,  the  range  of  toiletries  is  aimed  at 
young  girls  from  seven  upwards. 

The  range,  which  will  be  available 
from  the  end  of  May,  consists  of  toilet 
soap,  mini-soaps,  scented  tissues,  bubble 
bath,  shampoo,  hand  cream,  lip  balm,  lip 
gloss,  solid  perfume,  bath  salts,  pot  pourri 
and  eau  de  toilette. 

Prices  range  from  a  suggested  retail 
price  of  £0 . 49  for  the  toilet  soap  to  £  1 . 99 
for  the  eau  de  toilette.  Much  of  the 
packaging  has  been  designed  to  have  an 
after  use.  Six  line  extensions  are  planned 
for  Christmas  1985. 

The  preparations  are  pure  and  mild 
and  have  been  thoroughly  tested,  without 
cruelty  to  animals,  and  are  recommended 
for  young  delicate  skins,  says  the 
company. 

The  range  will  be  supported  by  in- 
store  display  material  consisting  of  an  Ivy 
Cottage  merchandiser  to  take  any 
combination  of  packs  and  leaflets. 
Advertising  is  promised  for  late  1985. 
Prelude  Concepts  &  Designs  Ltd,  48 
Jesmond Road,  Newcastle  upon  Tyne. 


Hoyf ever  help 
at  hand 

Hincherton  hayfever  helmets  are  on  sale 
again  this  year.  The  yoke  attachment  has 
been  modified  and  an  improved  power 
unit  has  been  fitted.  The  shape  of  the 
helmet  has  also  been  changed  to  improve 
the  strength  and  vision. 

Since  last  season  the  helmet  has  been 
examined  by  the  Food  and  Drug 
Administration  in  the  USA  and  cleared  for 
sale  there.  Helmets  are  offered  on  a  sale  or 
return  basis.  Only  6  per  cent  of  helmets 
were  returned  last  year,  the  manufacturers 
claim. 

There  will  be  twice  as  much  spent  on 
advertising  this  year  and  the  stocks  have 
been  increased  so  that  helmets  can  be 


despatched  within  48  hours  of  receipt  of 
order. 

About  £10,000  will  be  spent  promoting 
the  helmet  in  the  classified  sections  of  the 
Sunday  papers  and  in  health  magazines. 

Helmets  retail  at  £149  (including  VAT, 
rechargeable  batteries,  battery  charger, 
post  and  packing).  One  filter  is  included 
which  lasts  about  six  to  eight  weeks. 
Replacement  filters  cost  £4.50.  Units  are 
available  to  retailers  at  £108  (trade).  R.H. 
Hinchlilfe  &  Sons  Ltd,  39  High  Street, 
Pershore,  Worcestershire  WR101EU. 


Bolder  Monsieur 
de  Givenchy 

A  "bolder"  version  of  the  Monsieur  de 
Givenchy  fragrance  will  be  available  for 
sale  from  June,  in  time  for  Fathers'  Day  on 
June  16. 

The  eau  de  toilette  super  concentrate 
has  a  stronger,  longer  lasting  fragrance 
than  the  original  and  comes  in  vapouriser 
spray  bottles  (50ml  £12.75,  100ml  £21). 
Advertising  will  appear  in  the  June  issues 
of  eight  magazines  including  Vogue, 
Harpers  and  Queen,  Options  and  London 
Gentleman. 

Plans  are  being  finalised  for  a 
television  campaign  featuring  both  men's 
and  women's  fragrances  in  the  Givenchy 
range  this  September.  Partums  Givenchy, 
Molesey Road,  Hersham,  Walton-on- 
Thames,  Surrey. 


The  Ever  Ready/Marlboro  professional  cycling  team,  fully  kitted  out  and  ready  to  take  to 
the  road.  For  the  second  year,  Ever  Ready  have  joined  forces  with  cycle  manufacturers, 
Marlboro,  to  sponsor  the  team.  According  to  John  Cooper,  senior  product  manager  of 
non-battery  products,  "Cycling  as  a  pastime  and  sport  is  increasing  in  popularity  and 
Ever  Ready,  as  manufacturers  of  batteries,  cycle  lamps  and  torches,  will  benefit  from  the 
increased  media  exposure,  including  national  Press  and  television  which  the  professional 
city  road  races  receive 
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Brings  you  the  sweet 
smell  of  success 


WROVED  pRAGRANCl 


IMMAC  has  always  enjoyed  immense  customer  loyalty,  due  to  its  effective, 
speedy  and  gentle  depilatory  action. 

But  nobody  has  ever  bought  IMMAC  (or  any  other  depilatory  cream)  for  its 
sweet  smell. 

That's  why  we've  improved  the  fragrance.  Your  customers  will  notice.  And 
you'll  notice  IMMAC  disappearing  from  your  shelves  even  more  quickly. 


ACKAGING 


We've  re-designed  the  entire  IMMAC 
range.  Still  recognisably  IMMAC,  but 
more  feminine.  That  means  better- 
looking  IMMAC  cream,  IMMAC 
lotion,  IMMAC  roll-on,  IMMAC  spray 
and  IMMAC  lotion  with  cocoa  butter. 
We  think  you'll  find  that  IMMAC  will 
look  very  attractive  on  your  shelves  - 
if  it  stays  there  long  enough. 


n^ZCSOMMEi 


A  £600,000  campaign  will  be  creating  new  interest  this  year  We're 
featuring  a  brand  new  commercial  so  IMMAC  will  be 
in  demand.  Isn't  it  time  you  were  thinking  about  stocking  up  now? 


AVYWEIGHT^AGAZINEfgAMPAIGN 


New  press  advertising  in  women's  magazines! 
Woman,  Woman  &  Home,  Woman's  Realm, 
Woman's  Own,  Woman's  Weekly,  19, 
Cosmopolitan,  Honey,  True  Romances,  True 
Story,  Woman's  Story,  My  Guy  and  Jackie. 


We've  specially  targetted  our  advertising  to 
get  maximum  response  from  teenagers  to 
grandmothers. 

And  we're  investing  £200,000  on  our 
campaign,  to  ensure  higher  returns  for  you. 


AND  A  L  LI 
THE  SUPPORT 
YOU  NEED 


If  all  the  above  wasn't  enough,  we're  supporting  IMMAC  with 

exciting  promotional  and  PR  work.  How  else  can  we  help  you 

to  help  us  keep  IMMAC  brand  leader? 

You  can  order  the  complete  IMMAC  range  by  contacting  your 

I.C.C.  representative  or:  International  Chemical  Company 

Limited,  11  Chenies  Street,  London  WC1E  7ET. 

Telephone:  01-636  8080. 


jS«C  f*f  f"':~ 


(u«>  /  l  J  i 


To  be  seen  in 
a  new  light,. 

Shaders  for  blonde  hair  and  Toners  for 
brown  hair  are  now  available  in  a  counter- 
display  unit  featuring  both  ranges. 

The  unit  holds  ten  outers:  one  for  each 
variant  of  the  Shaders  range  —  smokey 
silver,  ash  whisper,  pearl  blonde,  Summer 
honey  and  golden  blonde  —  and  one  for 
each  Toners  variant:  sherry  gold,  auburn 
glow,  chestnut  brown,  rich  mahogany  and 
soft  rosewood.  Each  outer  contains  24 
sachets. 

Beecham  Toiletries  marketing 
manager,  Ian  McPherson  says: 
"Temporary  colouring  shampoos  are 
expanding  in  sales  volume  at  the  rate  of  13 
per  cent  per  year.  Some  70  per  cent  of  the 
£5m  that  consumers  are  expected  to  spend 
on  them  in  1985  will  go  on  Shaders  & 
Toners  and  mainly  through  chemists." 
Beecham  Proprietaries  Toiletries, 
Beecham  House,  Great  West  Road, 
Brentford,  Middlesex  TW8  9BD. 


Nicholas  mate 
with  Woolwich 

Nicholas  Laboratory's  are  linking  Matey 
bubble  bath  with  the  Woolwich  Building 
Society  children's  account  in  a  "double 
your  money"  offer. 

Specially  flashed  bottles  of  Matey,  Miss 
Matey  and  M8E  are  available  complete 
with  a  leaflet  carrying  offer  details  in  the 
top  of  the  bottle. 

Any  child  under  12  can  take  £0.50  and 
an  empty  bottle  bearing  the  special  flash 
into  a  branch  of  the  Woolwich,  fill  in  an 
account  application  form  and  an  account 
will  be  opened  for  them  to  which  a  further 
£0.50  will  be  added  by  the  Woolwich  and 
Nicholas  Labs.  This  can  be  repeated  a 
maximum  of  five  times  for  a  total  of  £2.50 
free. 

Branches  of  the  Woolwich  will  provide 
support  for  this  promotion  by  displaying, 
posters,  stickers  and  leaflets. 

The  flashed  bottles  of  Matey  will  be 
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available  until  around  the  end  of  May 
although  they  will  be  accepted  by 
Woolwich  branches  until  the  end  of  April 
1986.  Nicholas  Kiwi,  division  of  Nicholas 
Laboratories  Ltd,  225  Bath  Road,  Slough, 
BerksSL14AU. 


Windsor  leaflet 
for  holiday  ills 

Windsor  Pharmaceuticals,  manufacturers 
of  Enterosan  anti-diarrhoea  tablets,  have 
produced  a  free  consumer  holiday  guide, 
entitled  "The  Family  on  Holiday". 

The  six-page  leaflet  illustrated  with 
cartoons,  offers  a  practical  guide  to 
planning  for  the  annual  holiday,  with 
advice  on  preparation  for  unexpected 
minor  illnesses. 

Copies  are  available  free  on 
application  to  Windsor  Pharmaceuticals, 
Ellesfield Avenue,  Bracknell,  Berkshire. 


Green  light  for 
Beauty  Basics 

Beauty  Basics  have  introduced  Go  shower 
gel  (250ml,  £2.25)  designed  for  the  body 
and  hair. 

The  gel  is  available  in  a  plastic 
dispenser  with  flip-top  and  has  a  plastic 
hanger.  It  is  blue  in  colour,  with  a  pH 
value  of  5.9  —  it  can  be  used  every  day 


30  \  go 


without  causing  dryness,  the  company 
claims. 

The  company  have  taken  over 
distribution  of  Lycia  range  of  make-up 
remover  products,  Nobactor  shaving  foam 
and  soap  from  larosil  and  Summer's  Eve 
disposable  sanitary  douche.  Beauty  Basics 
Ltd,  UnitD,  51  Calthorpe  Street,  London 
WC1X0HH. 


Loose. .  .tea 

The  London  Herb  &  Spice  Co  have 
introduced  a  range  of  eight  loose  herbal 
teas  packed  in  plain  cellophane  bags: 
camomile  flowers,  comfrey,  raspberry 
leaf,  peppermint,  nettle,  lemon  verbena 


blend,  rosehip  and  fennel. 

Lemon  verbena  blend  comes  in  50g 
bags  (£0.85)  while  rosehip  comes  in  200g 
bags  (£0.89).  The  remaining  six  teas  are 
packed  in  lOOg  bags  (£0.65  to  £0.99). 

Being  launched  at  the  same  time  is 
roasted  dandelion  coffee  in  bags  (lOOg, 
£0.99).  London  Herb  &  Spice  CoLtd,  18 
Selsdon  Road,  South  Croydon,  Surrey. 


Avtar  Sing  Hundal,  MPS,  and  his  wife 
Maninder,  receive  a  cheque  for  £5,000  — 
Unichem's  largest  win  prize  so  far  in  the 
classic  winners  competition.  They  were 
presented  with  the  cheque  by  Unichem's 
sales  manager,  Bob  Scott  (left)  at  their 
pharmacy  in  Grove  Street,  London  SE8. 
They  hope  to  spend  the  money  visiting  Mrs 
Hundal's  sister  in  Canada 


Hot  off  the  foot 

Crookes  Sport  medicated  foot  powder  and 
antifungal  foot  foam  are  to  feature  new 
point-of-sale  display  material,  available 
from  their  sales  force  this  Summer. 

Crookes  Sport  will  be  advertised  in 
sports  publications  including  London 
Marathon  and  National  Fun  Run 
programmes.  This  is  in  addition  to  the 
current  national  newspaper  campaign. 

The  display  stand  carries  leaflets  with  a 
consumer  offer,  unrelated  to  purchase,  for 
Crookes  Sport  jogging  suits  and  sports 
bags.  Crookes  Products  Ltd,  PO  Box  94, 1 
Thqne  Road  West,  Nottingham  NG23AA. 


Bran  boost  

Bran-slim  will  be  boosted  by  a  television 
advertising  campaign  on  Thames  starting 
early  May  and  continuing  through  to  June. 

"The  campaign  will  be  seen  three  times 
on  average  by  more  than  60  per  cent  of 
women  trying  to  slim  in  and  around  the 
London  area,"  say  Thompson  Medical  Co. 

A  £100,000  Press  campaign  currently 
running  in  women's  magazines  and 
national  newspapers  will  continue  into 
August.  Thompson  Medical  Co  Ltd,  PO 
Box  365,  London  SW1X9RR. 
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There'll  be  72  million  eyes 

onusin'85. 


This  year,  we're  putting  more  than  £1  million  behind 
Optrex,  the  No.  1  eye  care  brand. 

•  An  exciting  new  TV  campaign,  starting  1st  J 
be  seen  by  around  36  million  adults, 
an  average  of  8  times. 

#  Eye-catching  new  packaging  will  really 
appeal  to  your  customers. 

Optrex  sales  grew  by  20%  in  1984,  and 
1985  demand  is  going  to  be  bigger  than 
ever.  So  make  sure  your  Optrex  stocks 
can  meet  it. 

Optrex.  What  a  sight  for  sore  eyes. 


Cow  &  Gate's 
no  sugar  yogurt 

Cow  &  Gate  are  introducing  "no  added 
sugar"  yogurt  desserts  to  their  range  of 
baby  foods. 

Pear,  apple  and  mixed  fruit  yogurts 
are  flashed  "no  added  sugar,"  and  will 
retail  at  the  same  price  as  existing  yogurts. 

Michael  Whitcroft,  marketing  director 
for  Cow  &  Gate  says:  "Yogurt  desserts  are 
among  our  fastest  selling  varieties  with 
sales  up  by  130  per  cent  on  a  year  ago. 
The  Cow  &  Gate  range  accounts  for  70  per 
cent  of  baby  yogurt  sales  through 
independent  chemists.  This  lauch  is  in  line 
with  our  policy  of  leading  the  market  in 
infant  nutrition .  In  addition  to  having  no 
added  sugar  the  baby  yogurt  desserts  are 
gluten-free,  contain  added  vitamin  C  and 
are  free  from  artificial  colouring, 
flavourings  and  preservatives." 

Advertising  and  promotional  support 
for  the  products  will  be  an  integral  part  of 
the  company's  £400,000  plus  campaign  for 
1985,  say  Cow  &  Gate  Ltd,  Cow  &  Gate 
House,  Trowbridge,  Wilts  BA14  8YX. 

Fuji  film  takes 
to  the  air 

Fujimex  are  supporting  Fuji  film  with  a 
national  television  campaign  running 
throughout  June  and  July. 

The  commercial  will  feature  the 
company's  airship  which  will  be 
appearing  at  local  events  up  and  down  the 
country  this  Summer. 

The  "Big  Fuji"  airship  features  in  a 
consumer  competition,  linked  to  film 
purchase,  with  prizes  including  trips  for 
two  in  Concorde.  Runner-up  prizes 
include  Fuji  DL200  cameras.  Leaflets  and 
entry  forms  with  counter  dispensers  will  be 
available. 

Other  POS  material  includes  hanging 
airships,  showcards,  door  stickers, 


balloons,  badges  and  carrier  bags. 

Fuji  film  processing  laboratory  are 
introducing  a  numbering  and  dating 
service  for  all  E6  processed  Fujichrome 
colour  slides.  Fujimex  Ltd,  division  of 
Hanimex  (UK)  Ltd,  Faraday  Road, 
Dorcan,  Swindon,  Wilts  SN3  5HW. 

Hustler  to  go 
national 

Hustler  International  have  announced  that 
their  male  toiletry  range  will  be  available 
nationally  from  October  1 . 

Currently  available  in  the  Greater 
London  area,  Home  Counties  and  East 
England,  the  Hustler  brand  will  be 
promoted  in  May  and  October  via  local 
radio  in  the  North  East  and  Scotland. 
Hustler  International  Ltd,  Unit  3,  Stafford 
Estate,  Ardleigh  Close,  Ardleigh  Green 
Road,  Hornchurch,  Essex. 

Clairol  shaver 
for  women 

Clairol  are  entering  the  lady  shaver 
market  with  Bodyline  (around  £14.95). 
Styled  in  soft  pastel  grey  with  pink  trim, 
Bodyline  comes  complete  with  a  silk 
moire-look  carrying  pouch. 

Clairol  say  Bodyline  is  the  only  shaver 
actually  shaped  for  women,  with  a  softly 
contoured  head  to  ensure  an  even  shave, 
and  an  underarm  trimmer  to  cope  with 
slightly  longer  hair  without  dragging  the 
skin.  It  has  dual  voltage  for  use  abroad. 
Bodyline  will  be  available  from  August, 
say  Bristol-Myers  Ltd,  Stamford  House, 
Langley,  Berks  SL3  6EB. 


Andursil  bonus 


Ciba  Consumer  Pharmaceuticals  are 


offering  bonus  deals  on  all  Andursil  lines. 
A  shelf -edge  organiser  is  available.  Ciba 
Consumer  Pharmaceuticals,  Wimblehurst 
Road,  Horsham,  West  Sussex. 


Roc  aim  for 
teenage  skins 

Roc  are  launching  a  range  of  skincare 
products  for  teenage  skins  called  Les 
Premiers  Roc. 

Ultrafine  protective  cream  (40ml, 
£4.25),  cleansing  mask  gel  (30ml  £4.25) 
and  gentle  face  wash  (125ml,  £4.25)  are  all 
hypo-allergenic,  unperfumed  and  non- 
comedogenic. 

An  introductory  kit  (£5.95)  is  available 
for  the  launch.  A  clear  plastic  pouch 
trimmed  with  white  contains  20ml 
protective  cream,  20ml  cleansing  mask 
and  60ml  facial  wash  and  skin  care  leaflet. 
A  clear  perspex  merchandiser  holding  12 
kits  is  available  for  use  at  POS. 


Roc's  hypo-allergenic  suntan  and 
sunblock  range  will  feature  new  POS 
material  including  window  and  counter 
showcards,  leaflets  and  a  counter 
merchandiser.  All  items  will  carry  the 
message:  "Roc  intensive,  Roc  safe,"  which 
will  also  appear  in  women's  Press 
advertising  in  June  and  July. 

To  highlight  the  1985  additions  to  Roc's 
sun  range,  a  counter  merchandiser 
containing  six  of  both  revitalising  anti- 
wrinkle  sun  cream  and  after-sun  repair 
cream  will  also  be  available. 

Roc's  Spring  and  Summer  make-up 
range  will  feature  a  counter  tester  display 
unit  and  showcard,  carrying  the  message 
"Roc  magic".  Roc  laboratories  UK  Ltd, 
Aris  Way,  Newhaven,  Sussex  BN9  0JX. 


Superzinc-C 

Superzinc-C  lozenges  each  containing 
11.5mg  elemental  zinc,  50mg  vitamin  C 
and  5mg  citrus  bioflavonoids  in  an  orange 
flavoured  sweet  base  are  now  available 
from  Bioceuticals.  The  product  is 
classified  GSL  and  retails  at  £1.60  for  30 
lozenges.  Bioceuticals  Ltd,  26Zennor 
Road,  London. 
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What  makes  Bisodol 
the  winning  formula? 


Three  power 


1.  NATIONAL 
PRESS 

Bisodol* will  again  be  advertised 
throughout  the  year  in  the  National 
press,  women's  and  general  interest 
magazines.  The  total  campaign 
spend  of  £300,000  will  ensure 
indigestion  sufferers  will  ask  you 
for  Bisodol. 


2.  NATIONAL  TV 

The  new-look  Bisodol  television 
commercial  is  all  set  to  run  this 
spring  with  a  full  year  round  spend 
of  £1  million. 


3.  NEW  LOOK 
ON  THE  SHELF 

Now  Bisodol  looks  even  better 
than  ever  with  exciting  new  pack 
designs  for  the  tablets ,  and  new 
securitainers  for  the  powders.  And 
to  help  you  advise  your  customers 
we  are  providing  informative 
leaflets  on  indigestion.  These  are 
included  in  sales  dispensers  to 
allow  you  to  display  a  tried  and 
trusted  product. 


Care  you  can 

International  Chemical  Company  Limited,  11  Chenies  Street,  London,  WC1E  7ET. 


 PRESCRIPTION  SPECIALITIES 


Normet ic  tabs 
from  Abbott 

Manufacturer  Abbott  Laboratories  Ltd, 
Queenborough,  Kent  ME11  5EL 
Description  Flat,  pale,  peach,  bisected 
tablets  with  bevelled  edges,  8.5mm  in 
diameter,  containing  amiloride 
hydrochoride  5mg  and 
hydrochlorothiazide  50mg 
Further  information  Available  Irom  April 
22 

Indications  Hypertension,  congestive 
heart  failure,  hepatic  cirrhosis  with  ascites. 
Recommended  where  potassium  balance 
is  particularly  important 
Dose,  contraindications,  warnings  etc 
As  for  other  preparations  of  amiloride 
hydrochloride  and  hydrochlorothiazide 
Packs  100  tablets  (£6.60  trade);  500  tablets 
(£33) 

Supply  restrictions  Prescription  only 
Issued  April  1985 


Stafoxil  caps 

Manufacturer  Brocades  (GB)  Ltd, 
Brocades  House,  Pyrford  Road,  West 
Byfleet,  Weybridge,  Surrey  KT14  6RA 
Description  Hard  gelatin  capsule  with 
cream  cap  and  light  brown  body, 
inscribed  "gbr  191"  (250mg)  or  "gbr  192" 
(500mg)  containing  250mg  and  500mg 
flucloxacillm  as  the  sodium  salt 
respectively. 

Further  information  Previously  available  in 
hospital.  Being  promoted  to  GPs  from  the 
end  of  this  month. 
Indications  Infections  caused  by 
flucloxacillm  sensitive  organisms  in 
particular  penicillinase  producing 
staphylocci,  as  in  respiratory  tract 
infections,  skm  infections,  soft  tissue  and 


generalised  infection 

Dosage,  contraindications,  warnings  etc 

As  for  other  preparations  of  flucloxacillm, 
see  manufacturer's  data  sheet 
Packs  250mg  capsules  (100,  £18.50  trade; 
500,  £92.50)  and  500mg  capsules  (100, 
£37;  500,  £185) 

Supply  restrictions  Prescriptions  only 
Issued  April  1985 

Intal  5  inhaler 

Intal  inhaler  is  now  available  in  a 
presentation  that  delivers  5mg  of  sodium 
cromoglycate  per  puff. 

The  starting  dose  of  Intal  5  inhaler 
(£13.20  trade)  is  two  puffs  four  times  a  day 
to  establish  control  of  asthma  symptoms. 
After  one  week  the  dose  may  be  reduced 
to  a  maintenance  level  of  one  puff  four 
times  a  day. 

The  inhaler  contains  112  puffs.  It 
should  help  to  establish  control  of 
childhood  asthma;  it  will  be  of  benefit  to 
patients  at  risk  from  increased  challenge 
and  patients  who  do  not  comply  with  their 
prescribed  regimen,  say  Fisons  Ltd, 
pharmaceutical  division,  12  Derby  Road, 
Loughborough,  Leics  LEU  0BB. 

Laractone  tabs 

Supplier  Lagap  Pharmaceuticals  Ltd,  Old 
Portsmouth  Road,  Peasmarsh,  Guildford, 
Surrey  GU3  1LZ 

Description  Tablets  containing  25mg  or 

lOOmg  spironolactone 

Indications  Congestive  heart  failure, 

hepatic  cirrhosis  and  oedema,  malignant 

ascites,  nephrotic  syndrome,  diagnosis 

and  treatment  of  primary  aldosteronism 

and  essential  hypertension 

Dosage,  contraindications,  warnings  etc 

as  for  other  preparations  of  spironolactone 

Packs  25mg  tablets  (500,  £21  trade); 


lOOmg  tablets  (100,  £24) 

Supply  restrictions  Prescription  only 

Issued  April  1985 

Aloral  tabs 

Supplier  Lagap  Pharmaceuticals  Ltd,  Old 
Portsmouth  Road,  Peasmarsh,  Guildford, 
Surrey  GU31LZ 

Description  Tablets  containing  lOOmg  or 

300mg  allopurinol 

Indications  Gout:  primary 

hyperuricaemia.  Secondary 

hyperuricaemia  and  prophylaxis  of  uric 

acid  and  calcium  oxalate  stones 

Dose,  contraindications,  warnings  etc 

As  for  other  allopurinol  preparations,  see 

manufacturer's  data  sheet 

Packs  lOOmg  tablets  (250,  £11.85  trade); 

300mg  (28,  £5.15) 

Supply  restrictions  Prescription  only 
Issued  April  1985 

BRIEFS 

Phenergan  elixir  still  prescribable:  May 

&  Baker  would  like  to  point  out  that  despite 
some  confusion  Phenergan  elixir  is  still 
available  on  prescription.  Phenergan 
compound  expectorrant  linctus  is, 
however,  blacklisted.  May  &  Baker  Ltd, 
Dagenham,  Essex  RM10  7XS . 

Acepril  engraved:  Acepril  25mg  tablets 
are  now  marked  'ACE  25"  and  Acepril 
50mg  tablets  are  marked  "ACE  50." 
Duncan  Flockhart  &  Co  Ltd,  700  Oldtield 
Lane  North,  Greenford,  Middlesex. 

Xanax  in  "private  script  packs:"  Xanax 
tablets  are  now  available  in  "private 
prescription  packs"  of  60  tablets 
(60x0.25mg,  £2.17;  60x0.5mg  £4.16 
both  prices  trade).  Upjohn  Ltd,  Fleming 
Way,  Crawley,  West  Sussex  RH10  2NJ . 


All  the  popular  styles 
o  at  popular  prices 


\ 


Natureform  I  footwear 

Comfitts  really  are  proving  popular  with  retailers  and 
their  customers  because  they  combine  fashion  with 
comfort  and  competitive  prices  with  quality 

•  Hardwearing,  lightweight  polyurethane  soles  4 

•  Super  soft  cushioned  insoles 

•  Leather  uppers,  fully  adjustable 

•  Attractive  packaging  and  ROS.  stands 

•  Competitive  prices  —  up  to  45%  profit  on  return 

•  All  year  round  availability  from  stock 
Contact  Sue  Wilson  for  wholesale  stockist  list,  colour  brochures 
and  prices. 

IliN^in  CY  ITft     Wanlip  road.  Syston,  Leicester  LE7  8PD 
KlIlHr  LCA  LI  V»«  Tel  Leicester  (0533)696131  Telex  34485 
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Orovite  and  Orovite  '7,'both 
leading  ethical  vitamins  in  their 
fields,  are  now  repackaged  for 
new  counter  display  and  de- 
mand following  their  removal 
from  N.H.S.  prescription. 

Independent  research  has 
already  shown  that  over  ( >ne 
third  of  G.P.'s  will  recommend 
Orovite  to  their  patients  as  a 
counter  purchase?  The  custo- 
mers are  there,  the  extra  profits 
are  there  -  and  so  is  your 
Bencard  representative  with  all 
the  details.  Contact  him/her 
(or  the  Company)  now! 

'Data  supplied  by  AGB  Medilink. 


■■':,;.V  'k: 

mBBb>  «wHh»  «BBBte  ^H&magP^  ^MSjftS^ 


Great  West  R<  >ad,  Brentford,  Middlesex,  TWS  OBI ). 
Tel:  01-560  5151  ext.  3020/3024 


Bencard  in  Pharmacy  Practice. 


Orovite,  Orovite '7' and  the  Bencard  logo 
are  trade  marks. 


April  1985  15700 


C&D  PROFILE! 


Brand  leaders  in 
the  name  game 


Imagine  starting  a  company  which  would  do  nothing  but 
create  brand  names  for  other  peoples'.,.  products., 
John  Murphy,  founder  of  Novamarkjjfr  \  did... 

\ 


How's  your  Scrabble? 

Do  you  enjoy  playing  with  the  language? 
Like  doing  crosswords?  If  so,  you  may 
qualify  for  one  of  Novamark's  product  name 
think-tanks. 

"We  used  to  advertise  in  the  personal 
column  of  The  Times,  "explains  company 
founder  John  Murphy.  "We'd  say  we  were 
looking  for  people  who  enjoy  words,  and 
give  a  brief  description  of  what  we  do.  One 
of  those  ads  would  get  us  two  or  three 
hundred  phonecalls. 

"We'd  take  down  all  the  details  —  what 
they  did  for  a  living,  any  second  language, 
where  they  lived  —  and  invite  the  most 
interesting  ones  along  to  one  of  our 
brainstorming  sessions.  If  they  performed 
well,  they  got  invited  back. 

"In  the  early  days,  we  had  no  library  of 
names  of  course,  so  we  were  just  using  the 
groups  and  backing  up  their  stuff  with  a  bit 
of  desk  work.  Say  we  were  trying  to  name  a 
new  tyre,  and  someone  came  up  with  the 
idea  of  using  the  world's  great  explorers.  We 
then  took  that  idea,  went  to  the  library  and 
read  up  on  these  guys." 

It  was  the  problems  of  naming  a  new  tyre 
at  Dunlop  which  originally  gave  John 
Murphy  the  idea  for  Novamark  in  1974.  The 
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difficulty  in  finding  names  which  would 
work  internationally  had  led  the  company  to 
"chicken  out"  and  identify  their  tyres  by 
serial  numbers. 

"But  tyres  are  boring  anyway.  They're  all 
very  much  the  same,  and  you  only  ever  buy 
one  when  you  absolutely  have  to.  One  of  the 
few  areas  where  we  could  add  interest,  or  at 
least  differentiate  our  product  a  bit,  was 
through  a  brand  name. 

"The  names  we  thought  up  in  Britain,  the 
Germans  didn't  like  or  the  French,  or  the 
Americans  didn't  like.  The  ideas  the 
advertising  agency  came  up  with  tended  to 
be  not  so  much  names  as  copy  lines.  And  the 
few  acceptable  names  we  did  find  were 
rejected  by  our  trademark  lawyer." 

Eventually,  Dunlop  settled  on  calling  the 
tyre  the  De  Novo.  But  the  problems  he'd  run 
into  stuck  in  John  Murphy's  mind. 

"It  was  obvious  at  the  time  that  Dunlop 
were  going  down  the  tube,  so  I  was  casting 
around  for  something  else  to  do.  Yet  I  didn't 
want  to  become  a  general  management 
consultant  doing  everything  from  cleaning 
the  loo's  to  advising  on  executive 
recruitment.  I  remembered  our  problems 
with  De  Novo,  and  thought  "there's  a 
buisiness'." 


Novamark's  names  to  conjure  with  for 
chemists'  goods 


One  of  his  first  customers  was  Kimberly 
Clark,  who  needed  to  rename  their 
American  Light  Days  mini-pads  for  a 
European  launch.  The  US  product  had  been 
positioned  for  use  by  women  at  the 
beginning  or  end  of  a  period  —  days  of  light 
flow.  A  new  name  was  needed  for  Europe,  as 
trademark  law  on  this  side  of  the  Atlantic 
would  not  allow  such  a  descriptive  name. 

"For  example,  I  don't  think  Sweet  'n  Low 
could  be  protected  under  British  trademark 
law.  It  might  be  if  you  could  produce 
evidence  of  acquired  distinctiveness  but  you 
certainly  wouldn't  get  it  early  on. 

"What  Kimberly  Clark  found  was  that 
Light  Days  in  the  States  was  being  used  as  a 
general  pant-liner,  so  the  name  was  too 
specific.  So  we  took  a  different  tack, 
concentrated  on  the  small  size,  and  called 
the  product  Brevia." 

At  this  time  Novamark  was  a  one-man 
operation,  based  at  Mr  Murphy's  home.  "We 
did  get  some  business  in  the  early  days,  but 
it  wasn't  half  tough." 

Another  one  of  the  first  names  Novamark 
did  was  Slalom,  for  Gillette's  swivel  razor.  "I 
like  the  idea  of  the  twin  blades  and  the  two 
skis.  It's  got  the  swivel  action  idea  of 
slaloming,  and  it  picks  up  the  white  of  the 
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FIRST  CHOICE 

IN  MIGRAINE  CONTROL 


Counter  prescribe  with  confidence  for  your  patients 


How  to  use  Migraleve.  Two  Pink  Migraleve  should  be  taken  immediately  an  attack  is  suspected.  If  after  four 
hours  the  migraine  has  developed  or  persisted,  two  Yellow  Migraleve  should  be  taken.  The  'Yellow'  dosage  may 

be  repeated  at  four-hourly  intervals  if  necessary. 


Another  guaranteed  product  from  International  Laboratories  Lirruted  Wilsom  Road  Alton  Hants  GU34  2TJ 


face  and  the  white  of  the  ski-slope.  It's 
masculine,  and  it's  exactly  the  same  word  in 
every  European  language.  And  yet  it's  a 
name  that  has  never  been  associated  with 
shaving  before,  so  legally  it's  bomb-proof." 

Finding  a  name  which  can  be  used  all 
across  Europe  is  important.  Many 
companies  now  go  for  a  single  name  as  a 
matter  of  policy,  and  a  unified  trademark 
system  for  the  EEC  is  written  into  the  Treaty 
of  Rome.  "In  two  or  three  years  time,  well 
have  a  two-tier  system,  with  Federal 
European  rights  on  top,  and  national  rights 
underneath.  The  hope  is  that  national  rights 
will  eventually  disappear." 


Problems  abroad 

Problems  can  also  arise  where  national 
systems  vary.  "The  Germans  are  very 
difficult.  Their  rules  for  confusing  similarity 
are,  by  British  and  American  standards, 
lunatic.  And  the  French  have  no 
examination  system  whatsoever  —  it's  all 
done  purely  on  deposits." 

"About  six  or  seven  years  ago,  we  found 
a  major  American  cosmetics  company  —  it 
wasn't  Estee  Lauder  or  Max  Factor,  but  it  was 
a  name  with  that  sort  of  power  —  had  failed 
to  register  their  mark  in  France. 
International  searching  is  a  job  which  has  to 
be  done  very  carefully  and  very  skillfully  if 
you're  to  pick  your  way  through  the 
minefield." 

Novamark  can  now  use  their 
international  offices  to  sort  out  problems  like 
these  "on  the  ground".  They  opened  a  New 
York  office  in  1979,  and  one  in  Paris  in  1982. 
Franldurt  and  Tokyo  followed  the  next  year. 
They  also  organise  their  own  local 
brainstorming  groups. 

"But  all  that's  a  bonus.  We  really  opened 
the  overseas  offices  because  we  saw  a  market 
in  those  countries.  I  reckon  our  London 
office  sales  will  be  fourth  out  of  five  within  a 
year  or  two.  In  rank  order,  we  think  it  will  be 
America,  Japan,  Germany,  Britain  and 
France." 

Novamark  have  also  given  their  overseas 
offices  mini-computers,  allowing  them  direct 
access  to  the  main  system  in  London.  "We're 
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currently  coding  all  the  work  by  industrial 
classification,  by  project,  and  by  type  of 
name.  So  well  soon  be  able  to  go  to  the 
computer,  and  ask  for  everything  on 
automotive,  or  all  the  names  we  think  are 
masculine,  expensive-sounding  and  exotic." 

The  computer  also  offers  programs  to 
create  names.  These  can  generate  phonetic 
equivalents,  combine  parts  of  different 
words,  or  come  up  with  completely  new 
names  by  use  of  "letter  strings".  "Sometimes 
we  get  a  client  who  wants  to  have  one 
particular  element  in  their  name  —  bnics'  or 
ltel'  or  whatever.  We  can  use  the  computer  to 
invent  words  with  those  elements. 

"Human  beings  have  a  problem  in 
destroying  language,  but  the  computer  is 
very  useful  for  breaking  down  existing  words 
to  make  new  ones."  With  something  over 
2,000  groups  behind  them,  Novamark  have 
amassed  a  file  of  around  500,000  potential 
names.  "The  funny  thing  is  that  almost  all 
computer  systems  are  concerned  with 
numbers,  while  the  only  thing  we  haven't  got 
on  ours  is  the  accounts,"  John  Murphy  says. 

The  next  big  move  for  Novamark  is  to  the 
Unlisted  Securities  Market  —  planned  for 
spring  next  year.  "We  see  it  as  one  more  step 
towards  getting  the  job  of  branding  on  the 
menu.  We  were  very  impressed  with  how  the 
advertising  agencies  suddenly  found 
themselves  taken  seriously  when  they  first 
came  to  the  market  five  or  ten  years  ago. 

"When  we  started  in  1974,  if  you  were 
launching  a  new  product,  you  could  get 
plenty  of  help  on  packaging,  marketing  and 
market  research,  but  nothing  on  branding. 
Yet  I  look  at  some  of  the  products  we've  been 
involved  with  over  the  past  few  years,  and 
although  the  packaging  may  have  changed 
two  or  three  times,  the  name  remains  the 
same  —  it's  the  one  thing  you  cannot 
change. 

'Take  Kodak.  George  Eastman  wanted  a 
name  that  couldn't  be  misspelt,  couldn't  be 
mispronounced,  and  which  was  snappy  and 
distinctive.  I'm  sure  that,  at  the  time,  he  was 
under  a  lot  of  pressure  from  his  chaps  to  call 
the  the  company  Superfoto,  or 
Eversogoodpix.  But  they're  terrible  brand 
names. 


"Charlie  is  a  classic  example  of  a 
company  getting  it  right.  The  whole  culture 
of  branding  in  that  area  was  French, 
feminine  and  exotic.  And  they  came  along 
with  Charlie,  a  male  name,  and  a  pretty 
unglamorous  one  at  that.  Yet  it  was 
stunningly  successful,  and  still  is." 

Chanel  came  to  Novamark  for  a  name  for 
one  of  the  company's  male  fragrances  — 
which  eventually  becaue  Antaeus.  "He  was 
a  sort  of  second-division  Greek  god.  I  like 
the  name  because  it's  masculine,  but  it  is 
different,  and  it  has  a  certain  texture  to  it." 

The  amount  of  detail  in  the  briefs  given 
Novamark  varies  a  good  deal,  as  does  the 
time  they're  allowed  to  complete  the  task. 
"Ideally,  we  like  about  four  weeks  for  the 
creation  and,  depending  on  the  number  of 
countries  involved,  between  two  and  eight 
weeks  for  the  search." 


Getting  it  right 

"But  we  get  any  number  of  panic  jobs.  We've 
just  renamed  a  major  international 
corporation,  and  we  had  eight  days  for  that. 

"Our  brief  can  be  'We  want  a  name  for 
this  product,  with  this  positioning.  This  is  the 
price.  Here  are  the  roughs  and  it  must  work 
in  these  eight  countries. 

"Or  it  may  be  'Give  us  ten  good  names 
for  a  soft  drink,  and  well  draw  on  them  as  we 
need  them.'  That's  exactly  what  happened 
with  Cariba." 

Manufacturers  seem  to  be  catching  on  to 
the  fact  that  trademarks  can  often  give  better 
protection  than  a  patent.  "The  beauty  of  a 
trademark  is  that  it's  a  very  easy  property  to 
protect.  If  anyone  trespasses  on  my  rights,  I 
don't  have  to  prove  damage,  deception,  or 
confusion.  All  I  have  to  prove  is  title. 

"And  as  long  as  you  keep  a  brand  in 
good  order  —  keep  it  in  use  and  renew  it 
every  14  years  —  that  monopoly  can  go  on 
forever,  unlike  patents  which  have  a  finite 
life.  And  that's  a  particular  problem  in 
pharmaceuticals  of  course." 

International  sales  for  Novamark, 
including  the  legal  business,  should  exceed 
£3m  this  year.  They  still  have  no  real 
competition.  "It  took  a  while  to  get  the  thing 
established.  Everything  has  really  taken  off 
since  we  named  the  Metro  in  1979." 

John  Murphy  says  the  company  started  to 
provide  him  with  a  real  living  in  1980. 
"Before  then  I  took  a  small  salary,  and  did  a 
little  general  consultancy  work." 

There  was  also  a  £10,000  loan  from  the 
bank.  "But  they  just  took  a  second  charge  on 
my  house,  so  there  was  no  risk  for  them." 

With  1 1  years  of  experience  in  the  name 
game  behind  him,  you  might  think  John 
Murphy  would  be  pretty  good  at  Scrabble 
himself.  "Actually,  I'm  not.  My  trouble  is  I  no 
longer  think  in  terms  of  real  words.  I  find 
myself  making  up  new  ones." 

Chemist  &  Druggist  20  April  1985 


I 


STOPS  DIARRHOEA  FAST 

Whatever  your  customers  may  call  it- 
diarrhoea  or 'holiday  tummy'  is  no  laughing 
matter,  particularly  when  it  ruins  the  holiday 
they  have  been  looking  forward  to  all  year. 

Sufferers  need  something  that  is  not  only 
effective  and  safe,  but  more  importantly 
fast-acting  to  allow  them  to  go  on  enjoying  their 
holiday. 

NEW  PRESENTATION 
OF  LOPERAMIDE 

Advertising  in  National  Dailies,  Womens  Journals.  Now  you  have  the  answer.  Arret. 

Advertising  on  Independent  Local  Radio  Stations  Arret  offers  your  customers  a  proven, 

(South  and  South  East) .  fast-acting  convenient  remedy. 
Advertising  on  Regional  Television  (Central) .  Arret  offers  you  a  fast-moving  consumer 

Distribution  Competition  -  linked  to  orders  of  medicine  available  only  through  pharmacies. 
Arret  -  £5,000  worth  of  cameras  to  be  won . 

Introductory  bonus  offer  providing  attractive 
profit  on  return. 

DON'T  GET  CAUGHT  OUT  BY  DEMAND  FOR  ARRET  THIS  SUMMER.  ASK  YOUR  JANSSEN 
REPRESENTATIVE  OR  TELEPHONE  THE  NUMBER  BELOW  AND  ASK  FOR  THE  "ARRET  HOTLINE". 


3"  02357  2966 


Janssen  Pharmaceutical  Ltd,  Grove,  Oxford  0X12  0DQ 

Arret  is  a  Trademark  *  National  equivalent 


For  forty  years  now,  Tommee 
Tippee  have  been  exploring  the 
needs  of  the  nations  junior  citizens 

We've  shaken  rattles  till  we've 
registered  on  the  Richter  scale. 

We've  dribbled  down  bibs  using 
every  liquid  a  baby  could  possibly 
exude. 

We've  even  held  heated  meet- 
ings about  the  stress  factor  of 
polymer  materials  in  our 
quest  for  the  perfect 
potty. 

In  recent 
years,  we've 
turned  our  baby 
blues  to  babies' 
eating  and  drink- 
ing habits. 

The  result 
of  our  efforts  -  the  new 
Tommee  Tippee  feeding  range  -  is 
now  available. 

On  their  way  to  your  shelves 
the  new  products  have  been  through 
an  infantile  hell. 

We've  chewed  them  and  we've 
banged  them.  We've  trodden  on  them 
and  we've  sat  on  them. 


FOR  FU  RTHER  DETAILS  TALK  TO  YOUR  TOMMEE  TIPPEE  REPRESENTATIVE  OR  CONTACT 

A  Mayborii  (, 


They've  been  dropped  from  our 
highchairs  and  hurled  from  our  play- 
pens. All  in  the  cause  of  science. 
And  they  passed. 
The  new  range  is  everything,  in 
fact,  that  generations  of  mums  have 
come  to  expect  from  Tommee  Tippee. 

Which  means  you  should 
expect  to  be  asked  for  them  by  name. 
Especially  as  this  year,  our  com- 
mitment to  investing  in 
Tommee  Tippee  includes 
heavy  advertising 
I  support  for  the 
I  most  complete 
I  babycare  range  a 
mother  can  buy. 
As  the  figure 
1  above  shows  you, 
|PNF  babycare  is  now  a 
massive  market. 
So,  if  you  don't  stock  Tommee  Tippee 
already,  you'd  be  wise  to  start  now. 

Because  in  the  time  it's  taken 
you  to  read  this  advert,  another  three 
avid  consumers  have  drawn  their 
first  breath. 

TOMMEE  TIPPEE 

Better  things  for  baby 

JACKEL  INTERNATIONAL,  BLYTH,  NORTHUMBERLAND  NE24  4RG. TELEPHONE  0670-366771. 
•oub  ( ompany. 


THE  SHAPE 
OF  THINGS 
TO  COME 

The  UK  sanpro  market  in  1984  was  worth  £1 14m  sterling  (ASPM 
data),  and  this  figure  is  expected  to  rise  to  £122m  in  1985. 
However,  growth  is  not  showing  in  all  sectors.  External 
protection  showed  a  decline  of  3  per  cent ,  largely  because  of 
the  increasing  unpopularity  of  mini-pads  and  looped  towels. 
This  decline  is  emphasised  by  the  concurrent  growth  in 
tampons  and  own-label. 


As  ever  manufacturers  are  fighting  hard  to 
retain  and  improve  their  brand  shares.  Most 
activity  is  in  the  towel  market,  and  judging 
from  talk  within  the  industry,  this  activity 
looks  set  to  continue.  Demographic  data 
shows  that  between  1981  and  1991  the  UK 
population  of  15-44  year  old  women  will 
increase  by  one  million  —  an  increase  of 
about  10  per  cent. 

Perhaps  the  biggest  development  in  the 
external  sector  is  the  trend  which  began  with 
the  launch  of  Peaudouce's  Nana  {C&D, 
January  26)  earlier  this  year  —  the 
introduction  of  individually  wrapped  press- 
on  towels. 

Closely  following  Nana's  launch  are 
Kimberly  Clark  who  plan  to  introduce  Kotex 
Freedom  Stowaway  later  this  year.  Bowater 
Scott  (Sancella)  are  to  market  Libra  Slims 
later  this  month. 

The  folded  and  individually  wrapped 
concept  is  said  to  offer  the  consumer  three 
advantages:  discretion,  hygiene  (women 
currently  carry  towels  in  make-up  bags  or 
loose  in  handbags)  and  portability. 

Kimberly  Clark  product  manager,  Ian 
Jones  calls  Kotex  Stowaway  "a  towel  for  the 
tampon-minded  woman".  The  towels, 
available  in  packs  of  20,  are  to  be  launched 
at  a  trial  price  of  £0.99,  with  a  case  size  of  24 
costing  £16.53  (20  per  cent  POR).  Case  sizes 
of  12s  are  to  be  made  available  to  chemists 
only.  Following  the  trial  price  launch,  they 
will  retail  at  a  premium  price  of  between 
£1.15  and  £1 .20.  This  compares  with  £1 . 10  to 
£1.15  for  the  standard  Freedom  slim  towel 


launched  April  1984,  and  for  which 
Kimberly  Clark  claim  a  brand  share  of  3  per 
cent.  The  company  intend  to  sell  the  two 
towels  along-side  each  other,  at  least 
initially,  while  Stowaway's  performace  is 
monitored. 

The  new  product  is  to  be  supported  with 
a  £lm  advertising  campaign  using  the 
women's  Press  and  radio. 

Notable  features  of  Kotex  Stowaway 
include  a  triple  grip  strip  for  security, 
rounded  tapered  ends,  compressed  quilted 
layer  and  soft  quilted  cover,  say  Kimberly 
Clark.  Comparisons  with  the  newly 
launched  Nana  towel  are  inevitable  but 
Kimberly  Clark's  marketing  manager  Chris 
Porter  is  confident  they  have  a  winner: 
"Product  comparisons  between  Nana  and 
Stowaway  show  that,  while  the  towels  are  of 
similar  size,  our  towel  is  33  per  cent  more 
absorbent  and  absorbs  50  per  cent  faster". 

Where  Peaudouce  have  opted  for  multi- 
coloured bows  and  spots  packaging, 
Kimberly  Clark  have  dressed  Stowaway  in  a 
blue  and  white  striped  livery.  On  the  choice 
of  Nana  packaging  Peaudouce  marketing 
manager  Jeremy  Waldron  says: .  "What  the 
range  does  is  provide  a  new  image  —  it's 
fashionable.  With  Nana's  bright  modern 
packaging  we  have  taken  STs  away  from  the 
'ssh  don't  talk  about  it'  image  which  they 
have  traditionally  been  associated  with,  and 
made  them  brash  but  at  the  same  time 
discreet  —  a  fashion  item  rather  than  a 
towel". 

Nana  comes  to  the  UK  from  France 
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where  it  has  been  available  lor  two  years 
taking  a  26.5  per  cent  share  of  the  slim  towel 
sector.  Although  launched  in  the  UK  barely 
three  months  ago,  the  company  are  claiming 
excellent  distribution  and  rapid  off-take  for 
the  brand. 

Not  to  be  outdone  by  all  this  activity 
Sancella  are  this  month  launching  their 
version  of  the  individually  wrapped  slim 
towel  in  the  shape  of  Libra  Slims.  Packaged 
in  a  pink  and  white  livery,  these  towels  will 
be  launched  in  a  trial  pack  of  five  (£0.25). 
Packs  of  10s  are  expected  to  be  available  on 
promotion  in  June. 

Brand  manager  Teresa  White  promises  a 
heavy  support  programme  with  £750,000 
earmarked  for  a  women's  Press  campaign  to 
run  from  the  end  of  May/June.  "While  this 
packaging  concept  is  relatively  new  to  the 
UK  and  has  obvious  benefits,  the  main  thrust 
of  the  launch  will  be  the  quality  of  the  towel 
with  its  highly  absorbent  cover  material". 

Rumours  abound  that  Tambrands  will 


depart  from  the  tampon  orientated  UK 
image  and  introduce  Maxi  Thin  press  on 
towels,  currently  available  in  America,  but 
questions  about  this  drew  a  reply  of  "no 
comment"  from  sales  director  Peter 
Stephenson.  Lilia  White  when  asked  about  a 
1985  launch  said:  "The  company  will  see 
further  additions  in  the  year". 

All  this  activity  in  the  press-on  towel 
sector  creates  a  healthy,  innovative  and 
competitive  market  place  but  it  also  reflects 
a  trend  which  has  been  growing  apace  for 
the  last  decade.  Having  grown  from  nothing 
12  years  ago  press-ons  today  represent  two- 
thirds  of  all  towels  sold.  In  1984  they 
represent  39  per  cent  of  the  total  market 
showing  a  growth  of  2  per  cent  in  volume 
from  1983. 

Vespre  initially  developed  this  market, 
but  with  the  advent  of  individually  wrapped 
towels  Johnson  &  Johnson  could  be  in  for  a 
lively  year.  The  company  says  it  will  meet 
this  competition  with  continued  heavy 
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the  individually 
wrapped  slim 
towel  market 
with  Libra  Slims 


support  including  above-the-line 
advertising. 

The  brand  is  currently  featuring  an 
extra-free  promotion  with  12  towels  for  the 
price  of  ten  and  24  for  the  price  of  20.  Also 
promised  heavy  support  for  1985  are 
Sancella's  Bodyform,  Libra  and  Pennywise 
and  Robinsons  of  Chesterfield's  Cameo 
range. 

Much  of  the  press-on  towel's  growth  has 
been  at  the  expense  of  the  looped  towel. 
Sales  of  £16m  in  1980  were  down  to  £10m  in 
1984,  a  volume  decline  of  55.9  per  cent 
(based  on  ASPM  data).  Within  this  sector  Dr 
White's  looped  towels  are  brand  leader  with 
a  brand  share  worth  in  excess  of  £8m,  say 
Lilia  White,  who  in  February  announced  a 
sales  and  marketing  force  merger  with  Smith 
&  Nephew. 

Commenting  on  this  reorganisation 
marketing  controller  Phillip  Barnes  said: 
"As  yet  it  is  too  early  to  report  on  any  affects 
but  there  will  undoubtedly  be  great  benefits 
for  Lilia  White.  Direct  calling  on 
independent  chemists  will  be  much 
enhanced". 

Research  by  Lilia  White  showed  one 
third  of  women  use  more  than  one  type  of 
sanpro  product  during  their  period,  so  in 
January  they  announced  a  common 
branding  for  the  Dr  White's  range,  heralded 
by  the  launch  of  Maxi  high  absorbency 
press-ons  and  to  include  Dr  White's  looped 
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Having  a  baby  will  change  your  life 
It  could  also  change  your 
method  of  sanitary  protection. 
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Is  this  the  start  of  a  more  dramatic  approach 
to  sanpro  advertising?  The  Dr  White's  range 
incorporating  Lilia  White's  newly  launched 
Maxi  super  absorbency  towels  are  being 
supported  by  a  £1 .2m  advertising  campaign 
in  the  women's  Press.  Another 
advertisement  in  the  series  depicts  a  man 
dressed  in  women's  lingerie  with  the  caption 
"Have  you  ever  wondered  how  men  would 
carry  on  il  they  had  periods?" 
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Kimberly  Clark  launch  Kotex  Freedom 
Stowaway  —  "a  towel  for  the  tampon- 
minded  woman" 

towels,  Fastidia  mini-pads  and  Contour 
tampons.  All  are  now  colour-coded,  carry 
the  Dr  White's  logo  and  feature  a  chart 
giving  advice  to  the  consumer  on  the  range's 
products  most  suitable  for  her. 

"Today's  sanpro  user  is  increasingly 
likely  to  use  a  variety  of  products  during  the 
course  of  her  menstrual  life  or  indeed  within 
each  period",  says  Phillip  Barnes. 

Lilia  White  are  positioning  Maxi  in  the 
£27m  high  performance  sector  of  the  towel 
market.  The  company  says  33.6  per  cent  of 
press-on  towels  sold  are  supersize. 

Kimberly  Clark  again  claimed  brand 
leadership  for  Simplicity  press-on  towels  in 
1984,  with  a  21.7  per  cent  share  (a  decline  of 
6  per  cent  on  1983  figures).  The  brand  is  to 
be  supported  with  a  £300,000  women's  Press 
campaign  from  July  to  the  end  of  the  year. 
Simplicity's  contender  is  Tendasoft  panty 
pads,  with  a  16  per  cent  share,  say  Lilia 
White. 

Own-label  products  have  shown  a  small 
increase  in  market  share.  Independent 
Chemists  Marketing  Ltd  believe  the  market 
as  a  whole  will  continue  to  grow  steadily  and 
that  their  Numark  own  brand  will  have  an 
increasingly  important  part  to  play.  Sales  of 
Nusoft  personal  products  have  increased 
"dramatically"  since  their  relaunch  in 
October,  and  the  introduction  of  regular  10s 
and  20s.  Future  plans  include  the  first  full 
range  promotion  in  June.  A  change  in  mar- 
keting strategy  by  ICML  to  include  their  own 
brand  ranges  in  the  Numark  promotional 
package  has  given  the  products  greater 
exposure  through  national  advertising. 

"Own-brand  marketing  is  vital  for 
pharmacists  in  the  '80s",  say  ICML.  "It  is  a 
necessity  brought  about  as  a  result  of 
competition  from  multiples  and  one-stop- 
shopping  eroding  their  traditional  share  of 
the  OTC  market". 

With  a  host  of  introductions  imminent 
and  a  number  of  established  brands  regu- 
larly being  improved  the  UK  towel  market 
looks  set  for  a  revitalised  and  healthy  future. 
Now  more  than  ever  there  is  a  bewildering 
choice  confronting  the  consumer. 

What  then  of  sanpro's  future  —  have 
manufacturers  reached  the  limits  of 
development?  Tambrands  sales  director, 
Peter  Stephenson  thinks  not:  "We  certainly 
don't  consider  that  we  have  reached  the 
limites  as  far  as  materials  are  concerned  or 
the  manufacture  of  the  product.  There  is  still 
a  long  way  to  go". 


Pharmacists  hit  by 
supermarket  shopping 

The  tampon  sector  grew  by  2  per  cent  in  1984.  Despite  fresh 
contenders,  the  "big  boys",  Lil-lets  and  Tampax.  appear  to  have 
emerged  unscathed  on  the  whole. 


It  is  still  too  early,  however,  to  tell  whether 
Ferns  and  Dr  White's  Contour,  introduced  in 
1982  and  1983  respectively,  will  make  any 
lasting  inroads  into  this  fiercely  brand  loyal 
sector.  At  present  brand  shares  are  3.5  per 
cent  of  the  digital  sector  for  Ferns  and  4.2  per 
cent  of  the  applicator  market  for  Contour. 

Tambrands'  sales  director  Peter 
Stephenson  describes  1984  as  a  "good  year 
which  exceeded  volume  expectations".  The 
company  claims  to  have  maintained  their  25 
per  cent  share  of  the  total  sanpro  market  and 
says  that  1  in  4  sanpro  consumers  is  a 
Tampax  purchaser. 

"We  tried  to  maintain  growth  in  all 
sectors  of  the  market.  This  has  obviously 
included  growth  in  the  grocery  sector  —  but 
not  at  too  great  an  expense  to  pharmacy," 
says  marketing  manager  Ian  Jenkins. 

Tambrands  attribute  this  growth  to  a 
healthy,  competitive  market  place;  high 
advertising  spends  ("Tampons  account  for  53 
per  cent  of  the  total  sanpro  advertising 
spend,  although  they  constitute  only  45  per 
cent  of  the  market",  says  Ian  Jenkins), 
aggresive  promotions,  use  of  more  than  one 
brand  during  a  period,  and  heavier  usage. 

To  maintain  this  growth  and  to  answer 
potential  rivals  threatening  to  poach  their 
share,  Tambrands  are  to  launch  nationally 


the  much  talked  about  rounded-end 
Tampax.  The  new  Tampax  has  been 
available  in  Northern  Ireland  since 
September  1984  where  it  was  launched 
following  a  test  market  in  Cambridge.  As 
C&D  went  to  Press,  Tambrands  were  unable 
to  give  an  exact  national  launch  date  but  it  is 
expected  within  the  year. 

Initial  reaction  has  been  so  favourable 
says  the  company,  that  they  have  gained  the 
Japanese  export  market,  taking  it  from  their 
US  parent  company.  The  new  product  is 
expected  to  feature  slightly  altered 
packaging  emphasising  the  rounded-end. 

Asked  to  comment  on  Tambrand's  entry 
into  the  rounded-end  applicator  sector, 
Phillip  Barnes  of  Lilia  White  said:  "The  fact 
that  the  new  tampon  was  rushed  out  into  a 
test  market  following  the  launch  of  Contour 
shows  what  a  threat  our  tampon  poses.  The 
great  benefit  which  Contour  has,  however,  is 
that  it  expands  widthways  and  is  far  more 
secure  than  the  lengthways  expansion  of 
Tampax".  Contour  will  be  supported  by  a 
£600,000  women's  Press  campaign  in  May. 

Tambrand's  new  launch  must  not  only  be 
seen  against  a  backdrop  of  competition  from 
within  the  tampon  sector.  The  recent 
development  of  individually  wrapped  press- 
on  towels  —  packaged  just  like  tampons  — 
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must  also  worry  tampon  manufacturers  to 
some  degree. 

Tambrands'  Ian  Jenkins  says:  "The 
introduction  of  these  new  towels  may  well 
affect  us  in  the  short  term  in  that  young  girls 
who  have  just  started  to  menstruate 
sometimes  take  a  year  or  two  to  discover 
tampons.  And  Nana  and  the  like  may  well 
slow  down  this  progression  from  towels  to 
tampons". 

Sales  director  Peter  Stephenson  sees  it 
differently:  "Individually  wrapped  towels  are 
a  presentation  rather  than  a  function.  The 
type  and  use  of  the  product  is  what  really 
matters  and  not  the  packaging". 

Tambrands  claim  that  70  per  cent  of 
regular  tampon  users  switched  to  this  type  of 
sanpro  protection  within  the  first  two  years  of 
menstruation,  and  say  that  more  than  two 
thirds  of  juvenile  sanpro  users  opt  for 
Tampax  and  in  particular  the  Slender 
absorbency.  The  company  will  be  spending 
£3/jm  on  advertising  directed  at  this  group. 

It  is  through  their  advertising  campaigns 
in  the  women's  and  teenage  Press  that  Lilia 
White  and  Tambrands  hope  to  retain  a 
youthful  image  for  what,  after  all,  are  fairly 
old,  albeit  well-established  brand  names. 
Lilia  White  are  consolidating  their 
advertising  theme  for  Lil-lets  by  using  the 
ball  and  chain  scenario  for  the  sixth  year, 
running. 

Both  of  the  big  manufacturer's  appeal  to 
the  younger  user  is  strengthened  by  their 
commitments  to  educational  programmes 
and  well  known  advisory  services.  Both 
Barbara  Lee  of  Tambrands  and  Sister 
Marion  of  Lilia  White,  produce  booklets  and 
sampling  kits  for  the  younger  user. 

Kimberly  Clark  have  allocated  a 
£600,000  spend  for  Ferns  which  includes  a 
women's  Press  campaign  and  a  radio  push. 

Manufacturers  in  the  tampon  arena  say 
the  market  has  fully  recovered  from  the 
panic  which  swept  through  the  industry  in 
the  early  80s  with  the  outbreak  of  isolated 
cases  of  Toxic  Shock  Syndrome  (TSS).  It  was 
TSS  which  came  to  be  associated  with  the 
decline  in  tampon  usage  during  this  time 
and  led  to  the  demise  of  the  Playtex  plastic 
applicator  tampon  in  the  UK  market. 

Tambrands  launched  their  biggest  ever 
Tampax  on-pack  promotion  in  February. 
Running  until  May,  "Freedom  to  choose"  has 
on  offer  £50  worth  of  shopping  vouchers  and 
75,  £1,000  holidays  for  two. 

"Unlike  alot  of  promotions  where  the 
consumer  is  free  to  spend  the  prize  money 
elsewhere,  Freedom  to  choose  compels  her 
to  spend  the  money  in  the  shop  where  she 
purchased  her  Tampax",  explains  Peter 
Stephenson. 

"As  a  company  we  do  not  believe  in 
giving  extra  products  free.  Instead,  we  strive 
to  maintain  volume  and  make  the  promotion 
as  advantageous  for  independent  retailers  as 


for  the  big  boys". 

Lil-lets  are  currently  being  promoted 
with  two  on-pack  offers.  A  tampon  box 
holder  is  offered  free  on  40s  packs,  and  20s 
feature  a  keep-fit  cassette  offer. 

Undeniably  the  grocery  trade  is 
poaching  the  pharmacist's  trade,  but 
industry  still  believes  the  chemist  should  be 
the  "natural  home"  of  sanpro.  However, 
manufacturers  remain  critical  of  the  way 
pharmacists  go  about  merchandising  and 
stocking  sanitary  protection. 

"Pharmacists     should     be  more 


commercial  in  their  decision  making.  They 
will  live  or  die  by  supporting  the  big  brands 
and  rationalising  the  number  of  smaller  lines 
they  carry.  In  future  they  will  have  to  be 
firmer  in  resisting  untried  brands  if  they  are 
to  retain  their  sales.  Their  speciality  is  to 
provide  a  good  range  but  they  can't  be  all 
things  to  all  people.  So  long  as  they  rely  on 
tned  and  tested  brands  they  can  alford  to  be 
more  price  competitive  on  faster  moving 
lines",  says  Ian  Jenkins. 

"Alot  of  pharmacists  don't  have  enough 
back-up  stock  to  avoid  out-of-stock  because 


YOUR  PROFI1 

Introducing  your  next  brand  leader! 

Libra  Slims  are  full-flow  towels  with  a  unique 
stay-dry  covering,  each  folded  into  pretty,  indi- 
vidual sachets.  In  research,  consumers  voted  them 
best-ever 

So,  to  introduce  Libra  Slims  to  as  many  con- 
sumers as  possible,  we're  offering  them  in  a  special 
25p  pack.We've  bagged  something  new  for  the 
sanpro  market  -  a  full-flow  towel  as  discreet  and 
pretty  as  this. 

Voted  best-ever  by  your  customers. 
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they  carry  too  many  brands.  This  can  be 
avoided  either  by  increasing  shelf  allocation 
by  rationalisation  or  dressing  the  shelves 
more  quickly". 

Peter  Stephenson  cites  an  example: 
"Tampax  super  absorbency  is  the  second 
biggest  brand  in  the  market.  But  very  few 
pharmacists  appreciate  this.  One  in  eight 
women  will  buy  super,  but  walk  into  a 
chemist  and  youll  find  there  is  often  not 
enough  stock  to  meet  demand". 

With  recent  and  planned  developments 
in  the  tampon  sector,  all  the  indicators  point 


to  a  flourishing  market  with  progress  at  the 
expense  of  towels. 

However,  Phillip  Barnes  of  Lilia  White 
has  some  doubts:  "The  division  between 
towels  and  tampons  has  altered  little  over  the 
years.  I  think  tampons  will  edge  up  to  a  50 
per  cent  share  of  the  market  but  it  will 
certainly  not  happen  overnight.  Experience 
world-wide,  even  in  mature  markets,  show 
tampons  find  it  difficult  to  break  through  the 
50  per  cent  usage  barrier.  Therefore  towels 
still  hold  56.5  per  cent  of  volume  sales  in  the 
UK  versus  43.5  per  cent  for  tampons". 


Mini-pads  ready  to 
throw  in  the  towel? 

The  1980s  looks  likely  to  go 
down  in  sanpro  history  as  the 
death  of  the  mini-pad.  The 
sector  has  increasingly  been 
losing  share  and  with  the 
arrival  oS  new  towels  serving 
consumer  needs  better,  a 
gloomy  future  is  forecast. 

In  1980-84  mini-pads  recorded  a  volume 
decrease  of  24.4  per  cent  taking  just  2.9  per 
cent  of  the  total  market  by  volume  last  year. 

Despite  this  decline,  brand  leaders  Lilia 
White  claim  that  Fastidia  saw  marginal 
growth  in  1984.  This  was  helped,  because 
more  women  use  more  than  one  product, 
they  say.  Kotex  Mini's  are  the  other  main 
brand  in  this  market  with  a  share  of  15  per 
cent  compared  to  Fastidia 's  22  per  cent  (Lilia 
White  report  based  on  ASPM  data). 

Pant  liners  on  the  other  hand  are 
increasing  as  much  in  popularity  as  mini- 
pads  are  declining.  In  1984  they  represented 
9  per  cent  of  the  total  market  —  the  fastest 
growing  sanpro  sector  with  a  growth  of  17 
percent  (AGB). 

The  growth  of  pant  liners  reflects  the 
attitude  of  today's  consumer  who  associates 
the  product  more  and  more  with  daily 
hygiene  rather  than  just  for  menstruation 
purposes.  "Secondary  protection  products, 
particularly  pant  liners,  appeal  to  an  even 
larger  audience  of  women  beyond  the  age  of 
48  which  is  one  reason  for  their  rapid 
growth",  says  Phillip  Barnes. 

Earlier  this  year  Peaudouce  introduced 
the  Nana  pant  liner  (20,  £0.59)  which,  like  its 
press-on  towel  counterpart,  is  individually 
wrapped.  It  will  be  interesting  to  see  how 
many  other  manufacturers  follow  suit  in 
individually  wrapping  their  products. 

Nana  pant  liners  have  a  long  way  to  go 
though  if  they  are  to  catch  up  with  Johnson  & 
Johnson's  Carefree  which  in  1984  had  a 
brand  share  of  33.3  per  cent.  Carefree  was 
relaunched  in  September  to  make  "a  softer, 
more  comfortable  product,  embossed  with  a 
floral  design"  and  featuring  packaging 
changes. 

Johnson  &  Johnson  are  promising  heavy 
above  the  line  support  for  the  brand  as  are 
Sancella  for  Carefree's  contender  — 
Minima.  "1984  versus  1983  showed  a  31  per 
cent  growth  for  Minima,  a  large  part  of  that 
growth  coming  from  the  new  20s  pack 
(launched  nationally  June  1984)",  says  the 
company. 

Kimberly  Clark  put  their  share  of  the 
pant  liner  sector  at  30  per  cent,  with  Brevia 
and  Dayfresh  having  15  per  cent  each. 


IN  THE  BAG. 
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Nana  press-on  toweis  and  panty  liners 
are  a  totally  new  concept  in  feminine  protection 
because  each  towel  is  individuauy  wrapped, 
so  thevre  small  and  unobtrusive  yet  absorbent, 
comfortable  and  secure. 

Women  win  adore  the  beautifuuy  discreet 


Nana  packs,  and  appreciate  their  hygienicahy- 
seaied  practicality. 

The  perfect  product  to  pop  into  a  pocket, 
purse  or  handbag. 

With  a  muiti-media,  national  advertising 
campaign  we  beheve  weve  thought  of 


BEAUTIFULLY  DISCREET  HYGIENIC  ALLY  SEALED  EES  INDIVIDUAL  LITTLE  PACKS 
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CONFIDENT  AND  SECURE. 


No  sweat  for  deodorant  market 


Gillette  are 
promoting  Right 
Guard  Sport  with 
a  sports  bag  offer 


The  UK  market  for  anti- 
perspirant  deodorants  is  en- 
joying a  period  of  rejuvenation, 
and  is  the  fastest  growing  of  all 
the  major  toiletries  markets  in 
the  past  two  to  three  years.  In 
1984  it  was  estimated  to  be 
worth  £99. 7m  reflecting  a 
growth  rate  of  16  per  cent  on 

1983  (AGB  figures). 

Reasons  for  this  growth  are  myriad,  but 
certainly  the  increase  in  the  use  of 
deodorants  by  men  is  an  important  factor, 
although  there  is  still  a  long  way  to  go  before 
they  approach  the  usership  levels  of  women. 

Increased  male  usage  has  played  an 
important  part  in  the  success  of  aerosols, 
which  currently  account  for  55  per  cent  of 
all  sales.  Many  manufacturers  have 
capitalised  by  introducing  male-only 
variants.  And  of  course  the  introduction  of 
stick  or  solid  products  which  have  either  a 
male-only  or  unisex  positioning,  have  in 

1984  made  a  notable  impact.  As  the  fastest 
growing  sector  they  represented  at  the  end 
of  last  year  7  per  cent  of  the  market. 

One  of  the  pioneers  of  the  introduction  of 
stick  deodorants  to  the  UK  market  was 
Mennen,  an  American  company  which,  in 
May  of  last  year  launched  with  a  £2. 5m 
promotional  package  —  Speed  Stick. 

At  the  time  of  Speed  Stick's  launch  the 
company  said  they  were  aiming  for  a  5  per 
cent  share  of  the  deodorant  market  by  the 
end  of  the  first  year.  But  many  within  the 
industry  felt  Mennen  were  drawmg  too  many 
unsubstantiated  parallels  between  the  Bntish 
and  US  markets  and  ignoring  the  fact  that, 
traditionally,  we  are  very  much  a  market 
orientated  to  antiperspirants  as  opposed  to 
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deodorants. 

In  America  Speed  Stick  is  the  number 
one  brand  in  the  solids  sector.  How  then  has 
it  fared  in  the  UK  market? 

Sara  Sorby,  senior  marketing  manager 
at  Chemist  Brokers,  (Speed  Stick's  UK 
distributors)  says:  "The  launch  of  Speed 
Stick  has  had  a  phenominal  effect  on  the 
deodorant  market.  It  outsells  other  brands  m 
the  stick  sector  and  now  has  a  2  per  cent 
share  of  the  total  deodorant  market.  This 
year  Speed  Stick  has  achieved  a  sterling 
weighted  distribution  of  over  60  per  cent 
through  chemists  and  our  target  is  to 
increase  this  figure  to  80  per  cent  by  the 
middle  of  1985". 

Reflecting  their  confidence  in  the  brand, 
Chemist  Brokers  are  spending  £2. 25m  on  a 
new  30-second  commercial  to  go  out 
nationally  in  May.  A  further  £500,000  is 
being  put  behind  consumer  promotions. 

Mennen  have  recently  added  Musk 
fragrance  (75g  £1.20)  to  the  range  which, 
from  the  end  of  April,  will  be  offered,  along 
with  the  other  three  fragrances,  with  lOp  off 
on  pack  (see  C&D  March  23).  A  free 


interlocking  counter  display  unit  is  available 
to  retailers. 

Not  wanting  to  miss  out  on  this  growing 
sector  of  the  market,  Elida  Gibbs  in  lune 
1984  launched  what  they  describe  as  the 
"first  UK  high  efficiency  stick  anti- 
perspirant."  Rosalyn  Merfield,  senior 
product  manager  says:  "Sure  Solid  holds  a 
25  per  cent  share  in  its  sector.  The 
solids/sticks  market  has  trebled  in  value 
since  1983  and  projected  values  for  this  year 
are  at  the  £9m  mark. 

"Solids  provide  the  key  reguirement  of 
an  anti-perspirant  in  one  effective  form  —  it 
is  dry  on  application,  handy  to  carry  and 
economical",  she  added. 

Elida  Gibbs  are  currently  spending 
£850,000  on  a  national  television  campaign 
for  Sure  Solid  to  run  to  the  end  of  May.  The 
positioning  and  advertising  for  the  product 
and  the  whole  range  has  a  unisex  slant,  says 
Rosalyn  Merfield. 

It  is  clearly  the  men's  market  where  the 
most  untapped  sale  potential  lies.  While  the 
women's  segment  is  almost  at  saturation 
point  with  85  per  cent  using  anti-perspirant 
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a  range  of  five  exciting  perfumed 
deodorant  body  sprays. 

Top  quality  products  at  regularly  affordable  consumer  prices. 

Distributed  by  Men-ell  &  Pardoe  Led. 

Park  Lane  Industrial  Estate, 
Old  bury,  Waney, 
West  Midlands  B69  4JX. 
Tel  021-541  1911  Telex  335316 
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deodorants,  for  men  the  figure  is  around  60 
per  cent  (a  7  per  cent  growth  in  1984),  say 
Elida  Gibbs. 

The  company  are  spending  a  total  of 
,£2. 5m  on  advertising  for  Sure  which 
includes  a  £1.25m  television  campaign  for 
the  range  using  two  commercials,  and  a 
women's  Press  campaign  for  the  newly 
formulated  and  re-packaged  quick  dry  roll- 
on,  starting  in  May.  Sure  aerosol  has  also 
recently  been  repackaged  and  features  a  25 
per  cent  value  offer. 

Last  year  Shulton  launched  an  anti- 
perspirant  version  of  their  stick  deodorant, 
and  are  now  backing  these  brands  with  a 
£700,000  national  advertising  campaign.  A 
television  commercial  will  be  screened  from 
May  13  for  four  weeks. 

Promotions  running  concurrently  will 
offer  Old  Spice  stick  deodorant  at  a  reduced 
pnce  of  £1.15  from  £1.49  and  anti-perspirant 
at  £1.35  from  £1.65. 

Shulton  claim  brand  leadership  of  the 
stick  deodorant  market  with  a  22  per  cent 
share. 

Carter  Wallace  report  that  the 
introduction  of  Arrid  for  Men  in  1983  has 
strengthened  the  performance  of  the  whole 
Arrid  aerosol  range  with  a  brand  share 
growth  of  9  per  cent  over  1983. 

The  company  are  looking  to  consolidate 
and  have  recently  relaunched  the  Arrid 
range  with  an  improved  formulation  (see 
C&D  February  23).  This  will  be  supported 
with  a  national  television  campaign  to  run 
from  May  through  to  September. 

Marketing  manager  David  Thompson 
says  the  trade  can  expect  to  see  new 
introductions  to  the  Arrid  range  later  in  the 
year,  plus  on  pack  offers,  twin  packs  and 
banded  offers. 

The  market  is  noted  for  its  high  level  of 
price  discounting,  and  added  value 
consumer  offers.  Although  these  kind  of 
promotions  can  yield  substantial  short  term 
gains  some  manufacturers  dismiss  them  as 
self-defeating  and  shortsighted. 

"Within  limits  they  are  a  good  thing  but 


Crookes 
have 
introduced 
a  new 
display 
unit  for  the 
Femfresh 
range  of 
deodorants 


Ashe  Laboratories  have  relaunched  Amplex  with  a  new  bottle  and  bolder  graphics 


should  be  used  wityh  care",  says  Rosalyn 
Merfield.  "Maufacturers  should,  however, 
develop  other  effective  promotions.  Elida 
Gibbs  will  continue  to  use  this  type  of 
promotion  carefully". 

Gillette  plan  to  promote  Right  Guard 
and  ZR  with  25  per  cent  extra  value  packs 
this  summer.  "As  a  company  we  have  done 
alot  of  research  into  the  different  types  of 
promotions.  And  we  have  found  consumers 
are  looking  for  instant  added  value",  says 
marketing  manager  Bruce  Tranter. 

Gillette  are  at  the  end  of  this  month 
promoting  Right  Guard  Sport  with  a  sports 
bag  offer  first  introduced  during  the 
product's  launch  period  last  October.  For 
two  proofs  of  purchase  and  £1.99  the 
consumer  will  receive  a  bag.  Right  Guard 
Sport  will  be  supported  with  a  national 
poster  campaign  running  April/May.  The 
full  Right  Guard  range  will  feature  in  a 
£l3/im  national  television  campaign  starting 
on  April  27  to  run  for  five  weeks. 

Z-R  anti-perspirant  roll-on  is  to  benefit 
from  a  coupon  drop  to  six  million  homes  in 
the  peak  season  in  addition  to  a  £lm 
television  campaign  in  the  late  Summer. 


In  1984  roll-ons  recorded  a  1  per  cent 
reduction  in  market  share.  Roll-ons  have 
traditionally  had  a  female  image.  Bristol 
Myers'  Mum,  the  leading  roll-on  brand,  set 
about  trying  to  change  this  last  year  when 
they  launched  Ultra  Dry  for  Men.  Research 
conducted  by  the  company  revealed  that,  of 
the  17  per  cent  of  men  who  regularly  use  a 
deodorant,  23  per  cent  use  a  roll-on.  They 
will  be  supporting  the  Mum  brand  with  a 
£lm  television  campaign  throughout  the 
peak  season,  and  promotions  are  promised. 

Bristol  Myers'  other  brand  —  Fresh  and 
Dry  aerosols  —  will  be  repackaged  in  the 
Summer  "to  make  it  more  premium  looking", 
says  product  manager  Marjorie  Pinsley.  An 
unperiumed  variant  is  also  being  added. 

Another  company  who  believe 
unperfumed  variants  are  a  growing  area  are 
Beecham  who  earlier  in  the  year  added  one 
to  the  Body  Mist  2  aerosol  range  and  are  now 
introducing  the  variant  to  the  roll-ons.  The 
recently  revamped  range  with  new 
formulation  is  currently  being  supported 
with  a  national  television  campaign. 

Since  Body  Mist  2's  relaunch  in  1982 
Beecham  have  adopted  a  policy  of  annual 


Profit  from 
Sudocrem's  growth. 


Sudocrem  is  now  Britain's  fastest  growing  brand  of 
Antiseptic  Healing  Cream  because  your  customers  are 
asking  for  it  by  name. 

Check  your  stock  levels  to  ensure  that  you 
do  not  run  out  of  Sudocrem. 
Out  of  stock  means  loss  of  profits. 


Sudocrem 


ANTISEPTIC  HEALING  CREAM 

Napkin  Rash  •  Eczema  •  Pressure  Sores 


Dcivid      Dlslrlbu,or  ,or  Great  Britain 
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revitalisation  of  their  range.  "As  a 
consequence",  says  marketing  manager  Ian 
McPherson:  "Body  Mist  2  has  climbed  from 
its  previously  traditional  position  of  fifth  or 
sixth  in  the  market  to  the  number  two  spot". 

Ashe  Laboratories  have  also  added  the 
unisex  appeal  unperfumed  variant  to  their 
Amplex  range  of  roll-ons,  along  with 
another  new  variant  —  Jade.  The  range 
features  a  new  look  bottle  with  bolder 
graphics  and  an  improved  formula. 

February  saw  Ashe  move  into  aerosol 
deodorants  with  three  variants  under  the 
Amplex  brand  —  wild  rose,  fresh  and 
fragrance  free. 

Unlike  other  manufacturers  who  have 
recently  concentrated  their  effort  on 
attracting  the  male  consumer,  Cussons  have 
introduced  two  new  variants  of  Imperial 
Leather  Dry  which  takes  the  brand  into  the 
female  sector  for  the  first  time. 

New  dawn  and  an  unperfumed  variant 
have  been  added  to  the  original  fragrance  in 
both  aerosol  and  roll-on  versions.  The 
revised  presentation  packs  currently  feature 
30  per  cent  extra  free.  And,  in  May,  lOp  off 
Dry  coupons  will  appear  on  twin  packs  of 


Imperial  Leather  soap.  A  £500,000  women's 
Press  campaign  will  start  in  June. 

Coinciding  with  Soft  &  Gentle's  tenth 
anniversary,  Colgate  Palmolive  are 
supporting  the  brand  with  a  £2m  television 
campaign  to  run  throughout  the  Summer. 

All  Soft  &  Gentle  packs  have  been 
redesigned:  pink  and  silver  for  the  soft  pink 
variant,  blue  and  silver  for  the  cool  blue 
version  which  has  been  given  a  new 
fragrance.  In  addition  to  the  standard  pack 
both  variants  now  come  in  a  "handbag"  size 
(£0.69).  The  new  packs  have  the  same 
capacity  (150g)  as  the  standard  size  "but 
taking  advantage  of  new  packaging  means 
they  are  compact  enough  for  the  handbag", 
says  product  manager,  Steve  Connors. 

Crookes  are  promoting  the  Femfresh 
range  of  deodorants  in  three  ways:  firstly,  a 
Femfresh  guide  to  feminine  hygiene  gives 
details  of  all  three  products  in  the  range  and 
will  be  available  in-store;  secondly  an 
advertising  campaign  is  running  until  Sep- 
tember in  the  women's  Press,  and  thirdly,  a 
new  display  unit  holding  12  Femfresh 
deodorant  sprays,  12  cleansing  tissues  and 
four  roll-ons  has  been  introduced. 


Body  sprays  represent  18  per  cent  of  the  tdtal 
market.  Their  success  probably  stems  from 
the  fact  that  they  can  double  as  deodorants 
and  fragrances  at  a  reasonable  price. 

As  innovators  of  the  body  spray,  Elida 
Gibbs  claim  a  56  per  cent  share  of  all  sales 
with  Impulse  and  Vivas.  "Body  sprays  are  a 
lighthearted  product  and  therefore  have  a 
young  bias  but  are  not  exclusive  to  the 
young",  says  senior  product  manager 
Rosalyn  Merfield.  They  are  very  much  an 
occasional  product,  with  usage  levels 
peaking  in  the  Summer  and  Christmas 
periods.  Elida  Gibbs  are  planning  an 
advertising  campaign  for  Impulse  in  May. 

Smith  &  Nephew  are  seeking  to  increase 
their  19  per  cent  share  of  the  market  by  the 
introduction  of  Enchanted  Moments 
fragrance  (75ml,  £1.29)  to  the  Limara  range. 
The  "rosy"  fragrance  is  targetted  to  appeal  to 
both  young  and  old,  says  the  company. 

An  £850,000  television  and  radio 
campaign  is  scheduled  to  begin  at  the  end  of 
May.  A  tester  stand  and  other  POS  material 
are  available.  Each  Limara  pack  will  be 
tagged  with  a  sachet  of  Enchanted  Moments 
fragrance  for  use  as  a  drawer  freshener. 

Other  brands  currently  enjoying  success 
in  the  bodyspray  sector  are  Midland 
Cosmetic's  Bon  Matin  range  and  Merrell  & 
Pardoe's  Suivie  brand  launched  mid- 1984 
offering  a  choice  of  five  variants.  A  Spring 
promotion  on  Suivie  bodyspray  offers  36p 
off  per  dozen  on  any  quantity  ordered.  And 
a  presenter  is  given  free  with  every  five 
dozen. 


Midland  Cosmetic  Sales  Limited 

TH0RNBURY  ROAD,  PERRY  BARR,  BIRMINGHAM  B20  3DE.  TELEPHONE:  021-356  0099 
Manufacturers  of  /jfe  Ban  Malm  perfumes,  cosmetics,  toiletries  and  car  care  products 


Available  at  all  good  wholesalers 

ANY  DIFFICULTIES  OR  TRADE  ENQUIRIES 

Phone  021-356  0099 
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ast  year,  1 5,000,000  attacks  of  cold  sores  were 
ered.  500,0001  of  them  were  so  severe,  or  so 
Darrassing,  that  patients  sought  treatment  from 
r  doctor. 

Jow,  there  is  Zovirax  Cream,  an  important 
ievement  of  Wellcome  antiviral  research, 
iddian  eta/.2  found  that  treatment  with  Zovirax 
am  achieved  impressive  results. 
Vhen  treatment  was  begun  before  lesions 
eloped,  42%  of  lesions  were  suppressed, 
ipared  to  only  11%  with  placebo  (P=0.04). 
or  the  best  results,  treatment  with  Zovirax 
am  should  begin  as  soon  as  possible  during  an 
ck,  preferably  during  the  prodrome,  so  that  the 


.  proportion  of  lesions  effectively  aborting  may 
be  increased  to  a  third  or  more!'2 

With  early  treatment,  the  cold  sores  may  not 
show  their  face. 


Data  on  file 

2Fiddian,  A.P.  etal.  (1983),  British  Medical  Journal,  286, 1699 

At  the  first  sign  of  a  cold  sore 


ACYCLOVIR 


birtg  Information:  Zovirax  Cream 
nation 

vir  5%  w/w  in  a  white  aqueous  cream  base 

hent  of  herpes  simplex  infections  of  the  skin  includ- 
cial  and  recurrent  genital  herpes  and  herpes  labialis 
je  and  Administration 

<  Cream  is  applied  five  times  daily  at  approximately 
ourly  intervals  Treatment  should  be  continued  for 


5  days.  If  healing  is  not  complete,  treatment  may  be 
continued  for  a  further  5  days  Therapy  should  begin  as 
early  as  possible  after  the  start  of  an  infection,  preferably 
during  tne  prodromal  period. 
Contraindications 

Patients  known  to  be  hypersensitive  to  acyclovir  or 

propylene  glycol. 

Warnings  and  adverse  effects 

Transient  burning  or  stinging  following  application  may 


occur  Erythema  or  mild  drying  and  flaking  of  the  skin 
have  been  reported  in  a  smaliproportion  of  patients 
Basic  NHS  cost 

2g  tube  £4.86  10gtube£14  66  pn[\/l 
Product  Licence  No.  PL3/0180  lrulvll 

Further  information  is  available  on  request 

Wellcome  Medical  Division 

The  Wellcome  Foundation  Ltd,  Crewe,  Cheshire 
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Wellcon 


There's  a  new  name  on  their  'Distalgesic  prescription',  Co-proxamol,  and  they  may 
be  confused  and  concerned  at  the  change. 

By  dispensing  Distalgesic  you  can  immediately  allay  theirfears.  They'll  recognise  the 
pack  and  the  familiar  pillow- shaped  DG  tablets. 

Most  importantly,  they'll  be  confident  of  the  reliable  pain  relief  which  comes  with 
Distalgesic.  They  may  question  anything  else.  Dispense  with  the  difficulty.  Dispense 

Distalgesic. 

For  further  information  dial  100  and  ask  for  Freefone  Dista. 


If  it  doesn't  come  from  Dista,  it  isn't  Distalgesic 

i  urther  information  is  available  from:  Dista  Products  Limited,  Kingsclere  Road,  Basingstoke,  Hampshire  RG21  2XA.  Telephone  Basingstoke  (0256)  52011.  'Distalgesic'  is  a  trademark,  ^paisi 
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Rationalise  opening 
hours,  says  student 


Pharmacy  opening  hours  should  be 
rationalised  to  bring  them  into  line 
with  other  health  care  professionals 
such  as  opticians  and  dentists.  Long 
hours  could  be  degrading  to  the 
profession,  according  to  John  Cohen 
from  Portsmouth  school  of 
pharmacy,  who  proposed  the 
motion  at  the  43rd  British 
Pharmaceutical  Students 
Association  conference,  held  in 
London,  last  week. 

There  is  a  limit  to  the  amount  of  money 
people  can  spend  and  the  number  of 
prescriptions  they  can  present  for 
dispensing,  Mr  Cohen  said.  It  seems  to  be 
usual  practice  for  pharmacists  to  open 
until  7pm  and  later.  "We  are  beginning  to 
appear  like  glorified  grocers,"  he  said. 

Felicity  Cox,  from  London  school  of 
pharmacy,  said  that  some  pharmacies 


exploited  pre-registration  students  in  this 
way.  She  knew  of  one  who  was  working 
12-hour  days  for  no  extra  pay,  which,  Miss 
Cox  maintained,  could  not  benefit  the 
student  or  the  proprietor. 

Patients  needed  time  to  get  from 
evening  surgeries  to  have  their 
prescriptions  dispensed,  said  Len  Dalton, 
Sunderland.  Mr  Cohen  agreed  and 
pointed  out  that  he  was  not  advocating 
doing  away  with  the  existing  rota  system. 
And  there  was  nothing  to  stop  patients 
having  prescriptions  dispensed  in  an 
emergency. 

"Are  we  not  a  public  service?"  asked 
John  Gentle,  Nottingham.  "We  are  in  a 
competition  with  supermarkets  and  if  we 
do  not  stay  open  people  will  go  to  such 
outlets  for  "run  of  the  mill'  medicines,"  he 
added. 

Felicity  Cox  pointed  out  that  it  was  not 
how  long  a  shop  stayed  open  that 


Lance  Broad,  the  new  BPSA  president, 
works  as  a  pre-registration  student  at  Char- 
ring Cross  Hospital  in  London.  He  is  due  to 
register  in  July  and  hopes  to  stay  in  the  | 
hospital  service.  Lance  graduated  from  the 
University  of  Aston  in  Birmingham.  


mattered,  but  how  long  an  individual  had 
to  work  for.  It  was  difficult  to  maintain 
concentration  for  long  hours  and 
consequently  the  quality  of  service  could 
suffer,  she  said. 

John  Cohen,  summarising,  said  that  at 
a  time  when  pharmacy  was  trying  to 
improve  its  outlook  it  should  do  everything 
it  could  to  be  in  line  with  other  healthcare 
professions. 

The  motion  was  neither  carried  or 
defeated,  the  majority  abstained  from  the 
vote. 


 HALAS  

Pharmaceuticals 

The  pick  of  the 
contract  manufacturers 

When  you  choose  Halas  you  can  be  assured  that  your 
product  will  be  handled  with  the  utmost  care  and  interest. 
So  contact  us  for  'own  label'  and  'own  product' 
manufacture.  We  offer  the  highest  standards  and  a 
complete  confidential  service. 

po>NderS 
creams 


All  enquiries  please  to  Mrs  Joan  Stubley 
Halas  Pharmaceuticals  Ltd, 

Thorp  Arch  Trading  Estate,  Wetherby,  Yorkshire 
Tel:  Boston  Spa  (0937)  842695 


A  wholly  owned  subsidiary  of  William  Ransom  &  Son  pic 
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WE  OFFER 


30  YEARS 
EXPERIENCE 

VERSATILE 
EQUIPMENT 

COMPREHENSIVE 
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EXPERIENCED 
CONSULTANTS 
QUALIFIED 

INSTALLATION  CREWS 
CASH  RENTAL  OR  H.P. 
FREE  U.K.  MAINLAND 
DELIVERY 


Complete  coupon  for  further  details 
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ROE  SHOPFITTINGS  LTD 


RECENT  HOUSE,  DOCK  ROAD,  BIRKENHEAD 
MERSEYSIDE  L41  1DC.  Tel:  051-647  8794 
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BPSA  CONFERENCE  ■ 


No  obligations 
after  pre-reg 

The  majority  of  conference  agreed 
that  contracts  of  employment  for 
pre-registration  experience  must 
not  contain  any  obligation  for 
continued  employment  after 
registration. 

Proposer,  Vivien  Moffat  (executive) 
explained  that  the  motion  had  been  put 
forward  in  response  to  a  proposal  by  the 
National  Pharmaceutical  Association  that 
pre-registration  students  should  agree  to 
stay  with  their  employer  for  a  defined 
period  after  registration  or  pay  back 
expenses  incurred  by  the  employer  for 
training  the  student.  The  motion  will  be 
presented  at  the  Branch  Representatives 
meeting  in  May. 

Miss  Moffat  argued  that  pre- 
registration  students  contributed  a 
valuable  service  as  well  as  attracting  a 
training  allowance  for  their  employer. 


Such  a  clause,  designed  as  an  incentive 
for  small  community  pharmacies,  was  not 
needed,  she  said.  It  could  prejudice 
overseas  students  with  a  one-year  work 
permit  and  be  used  to  keep  salaries  low 
after  registration.  "To  do  training  for 
financial  incentives  is  not  in  the  best 
interests  of  the  profession,"  Miss  Moffat 
added. 

Elizabeth  Davies  of  Chelsea  College 
said  that  if  the  pre-registration  student  did 
not  get  on  with  his  or  her  employer  then 
such  a  clause  would  benefit  neither  the 
employer  nor  the  employee. 

Training  was  expensive  and  small 
shops  might  not  give  training  unless  there 
was  an  incentive:  it  should  be  an  unwritten 
law,  said  Fionan  McCaul,  Liverpool. 

Ian  Miller,  Heriot-Watt,  agreed.  He 
said  if  it  was  used  only  in  situations  where 
both  parties  wanted  such  a  clause  then 
surely  there  was  nothing  wrong  with  it  — 
both  sides  would  have  security. 

Employees  might  have  no  choice  but  to 
accept  such  a  clause  if  all  employers  were 
using  it,  Lance  Broad  (executive)  said. 

Mark  Koziol,  postgraduate,  argued 


that  if  compulsion  to  stay  were  introduced 
there  would  be  no  onus  on  employers  to 
make  pre-registration  posts  attractive  so  as 
to  keep  a  student. 

It  was  a  question  of  "professional 
honour,"  said  Ian  Facer,  Chelsea.  An 
employee  should  be  able  to  discuss  with 
his  potential  employer  whether  or  not  he  is 
going  to  stay  on:  each  side  should  make 
their  intentions  clear.  But  it  should  not  be 
made  compulsory. 

Ian  Miller  felt  that  the  person  who 
trained  a  pre-reg  student  was  doing  the 
student  a  favour  and  that  there  was  nothing 
wrong  with  giving  something  in  return. 

Pre-reg  students  did  not  owe  their 
employers  anything,  Vivien  Moffat  said. 
"We  provide  a  valuable  service  and 
employers  could  use  this  kind  of  clause  to 
exploit  pre-reg  students." 
Pre-reg  tutors:  The  conference  voted 
unanimously  to  urge  the  Pharmaceutical 
Society  to  review  methods  of  ensuring  that 
the  specified  pre-registration  experience 
programme  was  adhered  to  by  all  tutors 
involved  in  pre-registration  training. 
Proposing  the  motion,  Peter  Joshua, 


New  strength 
inhaler  for 
INTAL 


Fisonsplc,  Pharmaceutical  Division,  12,  Derby 
Road,  Loughborough,  Leics.  launched  on  18th 
April  1985  a  new  presentation  —  Intal  5  Inhaler 
which  delivers  5mg  of  sodium  cromoglycate  per 
puff  (standard  dose  from  the  current  inhaler, 
which  remains  available,  is  1mg). 

The  starting  dose  of  Intal  5  Inhaler  is  2  puffs  qds  to 
establish  control  of  asthma  symptons.  After  one 
week's  treatment,  the  dose  may  be  reduced  to  a 
maintenance  level  of  1  puff  qds.  Intal  5  Inhaler 
contains  112  inhalations  and  basic  NHS  price  is 
£13.20  each. 

The  new  presentation  should  help  to  establish 
control  of  childhood  asthma.  In  addition,  it  will  be 
of  benefit  to  patients  at  risk  from  increased 
challenge  and  patients  who  do  not  comply  with 
their  prescribed  regimen. 

Fisons  pic 

Pharmaceutical  Division,  12  Derby  Road, 
Loughborough,  Leics  LE11  OBB. 


Give  iY£, 
or 

£\Se. 


Discerning  pharmacists 
stock  Joy-Rides  just  in  case. 

Because  they're  the  only  travel  sickness 
tablets  specially  for  children.  And  they're 
being  advertised  throughout  the  year. 

Joy- Rides 
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BPSA  CONFERENCE: 


president,  claimed  that  although  the 
Society  laid  down  specifications  for  pre- 
reg  training  a  lot  of  tutors  were  not  doing 
their  jobs.  Many  tutors  were  far  removed 
from  the  students,  he  said:  "In  some 
companies  they  only  see  students  once  or 
twice  a  year." 

If  a  tutor  was  not  doing  the  training 
then  responsibility  often  fell  on  someone 
younger,  and  less  able,  or  not  trained  to  be 
a  tutor:  "We  are  being  sold  short,"  he  said. 

One  delegate  who  was  working  in 
hospital  concurred.  He  said  his  tutor  had 
delegated  training  to  other  pharmacists; 
none  had  had  any  formal  training  as  pre- 
reg  tutors. 

Felicity  Cox  added  that  the  pre-reg 
year  was  a  very  important  part  of  every 
pharmacist's  training  and  could  only 
benefit  the  professionalism  of  pharmacy. 

"At  least  make  sure  the  person  doing 
the  training  is  trained  to  do  so,"  concluded 
Peter  Joshua. 

Limited  list:  The  students  deplored 
restriction  of  the  choice  of  drugs  available 
on  the  NHS  as  an  attack  on  its  fundamental 
principles. 

Seconding  the  motion,  David  Meyer 
said  he  agreed  that  savings  had  to  be  made 


The  new  BPSA  officers  are,  from  left  to  right:  (back  row)  Tom  Bisset,  northern  area  co- 
ordinator; Fionan  McCaul,  Pennine  area  co-ordinator;  Vivien  Moffat,  international  liaison 
secretary;  Kay  Westmoreland,  student  exchange  officer;  George  Thornton,  eastern  area 
co-ordinator,  and  John  Gentle,  Press  and  public  relations  officer,  (front  row)  Alison 
Wood,  western  area  co-ordinator;  Dai  John,  secretary;  Lance  Broad,  president;  Nigel 
Dugmore,  treasurer,  and  Angela  Balmford,  pre- registration  representative.  Len  Dalton 
(not  pictured)  is  sports  officer. 


in  the  health  service  but  that  a  limited  list 
was  the  wrong  way  to  go  about  it. 
Heriot-Watt:  The  students  registered  their 
"utter  disgust  at  the  intransigence  of  the 
UGC  and  the  Government  which  had  led 
to  the  imminent  closure  of  Heriot-Watt 
University  pharmacy  department  for 


economic  reasons. 

Sandwiches:  A  motion  that  a  period  of  not 
less  than  six  months  in  practical 
pharmaceutical  training  in  both  hospital 
and  community  pharmacy  should  be 
included  in  the  undergraduate  pharmacy 
degree  course  was  defeated. 


Cook,  wash-up  and  keep  cool  in 

3'4"af  space 
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with  the  clever 
Strand  Mini-Kitchen 


*  UK  VOLTAGE 

*  NATIONWIDE  DISTRIBUTION 

*  NATIONWIDE  SERVICE 


Within  a  total  area  less  than  1 7  cubic  feet  the  Mini-Kitchen  features  a 
stainless  steel  sink  and  drainer,  2-hob  electric  cooker,  a  4  8  cubic  foot 
refrigerator  and  a  large  storage  cupboard 

It  is  ideal  for  staff  rooms,  small  flats,  hostels,  granny-rooms, 
institutions,  weekend  houses,  and  is  surprisingly 
inexpensive 
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IPMI  CONFERENCE 


ABPI  set  1988  deadline 
for  OP  dispensing 


The  Association  of  the  British 
Pharmaceutical  Industry  is 
committed  to  having  all  medicines 
suitable  for  dispensing  in  original 
packs  by  the  beginning  of  1987,  the 
Association's  director  of  commercial 
affairs  said  last  week. 

Mr  John  Matthews  said  that,  allowing 
lor  a  transition  period,  the  ABPI  would  like 
to  see  original  pack  dispensing  adopted  as 
the  norm  in  1988.  He  was  speaking  at  the 


Institute  of 

Pharmacy 

Management 

International's  21st 

Annual 

Conference  in 

Paignton. 


The  ABPI  has  been  in  consultation 
recently  with  the  Pharmaceutical  Society 
on  achieving  this  aim,  and  preliminary 
discussions  have  also  been  opened  with 
the  General  Medical  Services  Committee, 
the  Medicines  Commission  and  the 
Department  of  Health,  said  Mr  Matthews. 

He  said  the  industry  had  for  many 
years  been  introducing  new  packs  —  the 
Association  was  simply  suggesting  an 
acceleration  of  an  existing  process.  Mr 
Matthews  estimated  that  60  per  cent  by 
value  (40  per  cent  by  volume)  of  products 
dispensed  were  in  the  original  pack.  The 
patient  would  benefit  as  original  pack 
dispensing  ensured  "product  integrity." 

"Every  additional  handling  stage  has  a 
potential  for  error  —  of  product  or  the 
number  of  doses  dispensed,"  said  Mr 
Matthews.  "There  is  also  the  risk  of  cross- 
contamination  if  automatic  counters  or 
counting  trays  are  used." 

Ready  ability  to  identify  medicaments 
and  easy  association  with  appropriate 
instructions  would  reduce  non- 
compliance, as  would  seeing  forgotten 
tablets  in  blister  strips,  he  said.  Mr 
Matthews  suggested  that  a  simplification  of 
the  dispensing  process  would  give 
pharmacists  more  time  to  advise  patients. 
"Pharmacists  could  be  considered  as 
having  an  enhanced  professional  and 
clinically  useful  role,"  he  said. 

Manufacturers  could  put  an  EAN  bar 
code  on  packs  with  a  tear-off  strip  to  stick 
on  prescription  forms  for  pricing,  either  in 
the  pharmacy,  or  at  the  PPA. 

The  ABPI  also  proposes  that  original 
pack  dispensing  should  extend  to  generic 
products.  "Member  companies  involved  in 
the  production  and  marketing  of  generics 
814 


are  wholeheartedly  behind  the  concept," 
said  Mr  Matthews. 

Such  a  change  would  involve  expense 
for  the  industry  —  manufacturers  were 
under-equipped  in  terms  of  packaging 
line  machinery  for  small  units.  But  Mr 
Matthews  said  that  the  industry  views  this 
potential  expenditure  as  an  investment  in 
bringing  UK  practice  in  line  with  the  rest 
of  the  world.  Companies  would  also  need 
extra  warehouse  space. 

The  Association  suggests  clinically 
orientated  criteria  for  determining  pack 
sizes  —  a  seven-day  pack  for  short  term 
treatment,  28-day  pack  for  chronic 
treatment,  with  the  possibility  of  other 
"course  of  treatment"  packs.  All 
producers  of  the  same  substance  should 
have  the  same  pack  size  and  packs  should 
be  capable  of  including  a  patient 
information  leaflet,  said  Mr  Matthews. 


There  is  increasing  pressure  on  the 
pharmaceutical  industry  to  produce 
package  inserts,  the  Conference 
was  told  by  Mr  Stephen  Brophy, 
medical  information  officer  for 
Dista  Products. 

This  pressure  was  coming  from  the 
medical  profession,  the  public  and  from 
within  the  industry  itself.  It  was  fed  by  the 
profession's  desire  to  be  seen  to  be  doing 
their  job,  the  increasing  potency  and 
complexity  of  medicines  and  the  public's 
insatiable  appetite  for  knowledge  about 
health  matters.  But  the  inserts  being 
introduced  were  intended  to  supplement 
information  from  a  doctor  or  pharmacist, 
not  replace  it. 

The  industry  was  keen  to  see  its 
products  used  properly,  minimising  side 
effects  and  improving  efficacy. 

Public  interest,  especially  where  a 
drug  has  a  wide  audience  (the  Pill, 
benzodiazepines)  or  has  a  reputation  for 
being  troublesome  (eg  when  taken 
concurrently  with  alcohol),  motivated  the 
production  of  a  package  insert. 

The  stimulus  from  the  medical 
profession  —  anything  that  makes  a 
product  easier  to  use  —  had  also  been 
fundamental  in  the  production  of  package 
inserts,  said  Mr  Brophy. 

The  most  important  reason  for  having 
them  was  to  improve  compliance  and 
safety  of  use.  Mr  Brophy  stressed  the  need 


Whether  a  product  had  a  leaflet  would  be 
for  discussion  with  the  medical  profession, 
the  CSM  and  others,  but  Mr  Matthews  said 
the  two  issues  would  be  resolved  in 
parallel  as  new  packs  appeared. 

Dr  Ian  Jones  asked  whether  a  change 
to  original  pack  dispensing  would  be  of 
economic  benefit  to  pharmacists. 

Mr  Matthews  said  that  there  would  be 
working  capital  benefits.  Instead  of  shelf 
space  being  occupied  by  a  large 
dispensing  pack  and  the  capital  that 
employed,  much  the  same  space  would 
hold  an  adequate  supply  but  lower  capital 
cost  of  patient  orientated  packs. 

Mr  Miall  James  disagreed.  In  his 
experience  with  equipping  a  pharmacy  in 
a  small  private  hospital,  patient  orientated 
packs  —  both  bottles  and  foil  packs  —  took 
much  more  space. 

Dr  Jones  suggested  that  the  unit  cost  of 
medicine  would  increase  due  to  the 
expense  of  patient  orientated  packs.  Mr 
Matthews  thought  that  the  increasing  costs 
to  manufacturers  would  be  neutralised  by 
savings  on  container  allowance  and 
reductions  in  wastage. 


for  careful  design  —  the  insert  must  be 
understandable  by  its  intended  audience, 
and  inform  without  giving  alarm.  Several 
studies  on  the  effectiveness  of  inserts  had 
been  performed  and  a  number  of 
observations  could  be  made. 

Patients  were  more  satisfied  with  their 
treatment  if  they  received  a  leaflet.  They 
also  became  more  knowledgeable  about  it 
—  the  name  of  the  drug,  its  purpose,  its 
method  of  disposal  and  the  range  of  side 
effects. 

Compliance  did  not  appear  to  be 
markedly  affected.  Mr  Brophy  suggested 
that  patients  who  collected  medication 
were  probably  sufficiently  motivated  to 
take  it.  Though  the  number  of  side  effects 
reported  did  not  increase,  patients  who 
received  a  package  insert  were  more  likely 
to  attribute  them  to  their  medication. 

Mr  Peter  Jenkins  wanted  some 
clarification  of  the  status  of  a  package 
insert  with  relation  to  the  doctor's  and 
pharmacist's  advice. 

Mr  Brophy  said  that  he  thought  it  was 
in  the  patient's  interest  to  receive  as  much 
information  as  was  appropriate  and  that 
was  where  the  pharmacist  came  in.  Mrs 
Enid  Lucas-Smith  thought  that 
pharmacists  should  look  on  inserts  as  a 
reinforcement  of  the  information  they  gave 
the  patient. 

In  reply  to  a  question  from  Mr  Miall 
James,  Mr  Brophy  said  that  package 
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More  package  inserts  on  the  way? 
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I  would  like  to  find  out  more  about  how  the  Tatung  Pharmacists 
package  can  help  me.  Please  send  me  my  full-colour  brochure 
containing  the  facts. 

BUSINESS  NAME  


POSITION 


ADDRESS 


TEL.  NO 


Return  to:  Sarah  Jones,  FREEPOST  TATUNG  (UK)  LIMITED, 
Stafford  Park  10,  Telford,  Shropshire,  TF3  3BR 
or  telephone  Sarah  Jones  on  Telford  (0952)  613111. 

details  of  the  Mini  Metro  prize  draw  are  available  on  request  from  Tatung  (UK)  Ltd 
j  date  for  entries  December  31st  1985,  CD20/4/85 
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Clip  your  stocks 

BY  UP  TO  50% 

How  would  you  react  to  a  potential  saving  of  thousands  ot 
pounds  in  a  year  thanks  to  better  inventory  control  -  with  faster,  more 
accurate  label  production  as  part  of  the  bargain? 

This  is  exactly  what  to  expect  with  the  Tatung  Pharmacists' 
Package,  one  of  the  easiest  time-and-money  saving  Inventory  Control 
and  Labelling  Systems  ever  devised  to  update  stock  levels  . . . 

A  \T  ¥  \  calculate  seasonal  and  annual  turnover,  showing 
-/jk-JL^i  JL*/  fluctuations  in  demand  for  each  drug,  with  timely  re- 
order warnings  to  avoid  stock  shortages. . . 

A  \T  I  \  produce  labels  to  PSGB  standards,  with  repeats  at  the 
ill  1  JL/  touch  of  a  button,  with  warnings  of  potentially 
dangerous  interactions  printed  automatically  . . . 

^A^  JSj"  J^)  handle  script  statistics  for  your  DHSS  returns.  It  has 


the  capacity  for  no  less  than  2000  individual  drugs . . . 
A  "pVT  I  A  with  a  Micro-Simplex  system  handle  the  unique 
xVjL^I  JL/  VAT  requirements  of  the  pharmacy  trade .. . 

A  "VTTr\  all  for  around  £1500  excluding  VAT,  fully  installed 
■L  *-l     JLJr  and  working 


AND  there's  a  chance  to  win  a  Mini  Metro 

Simply  return  the  above  coupon,  which  will  be  your  FREE 
TICKET  in  our  prize  draw.  It'll  bring  you  the  Tatung  facts,  without 
obligation.  And  perhaps  a  four-wheeled  bonus  too! 


TATUNG 


TRUST  TATUNG  TO  KNOW  YOUR  BUSINESS. 

TATUNG  (UK)  LIMITED,  Stafford  Park  10,  Telford,  Shropshire,  TF3  3  AB  Telephone:  (0952)  613111  Telex:  35292 
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inserts  could  be  made  available  in  foreign 
languages  if  they  were  asked  for.  Dr  Ian 
Jones  said  that  leaflets  were  available  in 
Bradford  in  Urdu,  Punjabi,  Gujerati  and 
Bengali  but  the  problem  then  was  that  the 
people  couldn't  read  their  own  language. 
He  suggested  the  problem  was  more  likely 
to  be  solved  by  children  who  could  read 
English  helping  out  their  relatives. 

Mr  Gerry  Green  suggested  what  was 
needed  was  a  series  of  leaflets  of  differing 
complexities  so  that  the  pharmacist  could 
decide  which  to  give  the  patient. 

Dr  Jones  was  concerned  that  package 
inserts  should  not  be  used  by 
manufacturers  to  escape  liability.  Mr  Alan 
Hunter  of  Wellcome  said  that  this 
American  habit  was  self-defeating  as  the 
leaflet  would  be  less  likely  to  be  read.  He 
suggested  that  a  pharmacist  taking  out  a 
leaflet  would  have  to  be  careful;  a  court 
may  say:  "Should  the  pharmacist  be 
giving  out  information  in  this 
circumstance?"  Mr  Matthews  of  the  ABPI 
said  that  at  the  end  of  the  day  the  industry 
would  put  in  what  pharmacy  and  medicine 
decide. 


Supermarket 
GSL's  -  no 
safeguards' 

General  Sales  List  medicines 
cannot  be  assumed  to  be  safe  if  they 
are  taken  with  prescribed  drugs, 
and  the  sale  of  such  medicine  from 
non-professional  outlets  provides  no 
safeguards.  Professor  P.F.  D'Arcy 
told  the  conference. 

He  suggested  the  present  General 
Sales  List  be  severely  reduced. 

Professor  D'Arcy,  Professor  of 


Professor  D'Arcy 
addresses  the  conference. 


Pharmacy  at  the  Queen's  University,  of 
Belfast,  said  there  was  a  potential  for  GSL 
medicines,  particularly  antacids,  to 
interact  with  prescribed  medication 
possibly  risking  the  health  of  the  patient  or 
the  effectiveness  of  the  prescribed 
treatment.  When  the  General  Sales  List 
was  introduced  in  1968,  this  potential  was 
unknown. 

He  compared  the  British  situation  with 
that  of  the  rest  of  Western  Europe.  Only  in 
the  UK  and  Eire,  together  with  West 
Germany  who  copied  the  UK  system  after 
the  war,  could  medicines  be  obtained 
other  than  from  a  pharmacy. 

This  situation  was  in  contravention  of 
the  Draft  Recommendation  of  the  EEC 
Committee  of  Ministers  (No  R80  (1980)) 
which  states:  "Except  where  expressly 
provided  by  legislation,  self-medication 
remedies  be  sold  only  by  responsible  and 
suitably  trained  persons."  Professor 
D'Arcy  doubted  whether  supermarket 


check-out  ladies  fitted  into  this  category. 

"The  pharmacist  has  a  high  credibility 
with  the  public  as  a  provider  of  self- 
medication  medicines  and  he  is  readily 
accessible  without  an  appointment  system 
or  professional  fee  to  discuss  health 
problems,"  said  Professor  D'Arcy. 

Counterprescribing,  involving  the 
pharmacist  in  elucidating  the  nature  of  the 
symptom  and  offering  advice,  is  quite 
different  from  self-medication  in  which  a 
person  self -diagnoses  a  cause  or  symptom 
and  purchases  a  medicine,  without 
professional  advice,  to  provide 
symptomatic  relief.  The  former  is 
acceptable  practice,  said  Professor 
D'Arcy  —  the  latter  may  not  be.  If  GSL 
medicines  were  converted  to  P  then 
professional  advice  would  be  available,  if 
necessary  or  if  required,  when  medicines 
were  purchased. 

Professor  D'Arcy  said  a  number  of 
surveys  had  shown  that  the  pharmacist  has 
a  well-defined  role  in  providing  primary 
medication  and  counterprescribing. 
Retrospective  analysis  by  a  clinical 
assessor  of  two  surveys  he  and  his 
colleagues  had  undertaken,  showed  that 
pharmacists'  actions  in  providing 
medicine  and  advice  were  correct  in  86-88 
per  cent  of  such  consultations. 

Dame  Elizabeth  Ackroyd,  chairman  of 
the  Patients  Association,  suggested  that 
pharmacists  were  not  as  available  as 
Professor  D'Arcy  had  said.  "We  don't 
share  the  view  that  the  General  Sales  List 
is  rubbish,"  said  Dame  Elizabeth,  "and  we 
don't  share  the  view  that  the  pharmacist  is 
always  there  to  give  you  good  advice." 

She  admitted  her  experience  of 
pharmacy  was  limited  to  inner  London, 
but  she  said  that  pharmacists  were  difficult 
to  recognise  and  were  often  to  be  seen 
"half-way  up  the  wall"  peering  down  on 
the  customers.  "I'm  not  disputing  that  the 
advice  you  would  get  would  be  good,"  she 


WHEN  KIDDIES  SCREAM -THE  CRY  IS  FOR  HELP! 

HERE'S  SOMETHING  TO  EASE  THE  PROBLEM  AND  RESTORE  THE  CALM 


MEDISED  suspension, 
containing  paracetamol 
and  promethazine,  is 
especially  formulated  to 
ease  the  problem  of  treating 
mild  to  moderate  pain  in 
children  aged  between  3 
months  and  12  years. 


Medised 

paracetamol  promethazine  HC I 

suspension 

1  urther  details  available  on  request 

Martindale  Pharmaceuticals  Limited 
Chesham  Close,  Romford,  Essex 

A  British  owned  compam      Medised  is.i  registered  trademark 
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said. 

The  General  Sales  List  is  in  the 
interests  of  the  public  because  it  is  very 
convenient  for  them  to  do  their  shopping 
in  one  place.  "We  are  sceptical  about  the 
P  category,  but  we  do  not  want  to  suggest 
that  most  of  these  P  medicines  go  onto  the 
GSL,"  she  said. 

Turning  to  the  limited  list,  Dame 
Elizabeth  stressed  the  need,  as  she  saw  it, 
for  an  appeals  procedure.  "But  it  would  be 
self-defeating  if  the  Department  of  Health 
were  to  agree  to  an  appeals  procedure  but 
tied  it  up  in  red  tape."  She  suggested  that 
doctors  could  be  monitored  on  this  in  the 
same  way  they  are  monitored  for  excessive 
prescribing. 

Mr  Bernard  Hardisty,  managing 
director  of  Winpharm,  suggested  to  Dame 
Elizabeth  that,  as  an  inevitable 
consequence  of  education  and  practice, 
there  was  a  subtle  but  real  awareness  of  the 
situation  in  a  pharmacy  that  even  the  best 
informed  lay  person  could  not  understand. 

"We  shouldn't  become  obsessed  with 
the  mechanics  of  supervision,"  he  said. 
"It's  so  much  a  part  of  the  pharmacist's  life, 


Elizabeth 
chairman 
patient's 
Association  (above) 
and    Mr  Bernard 
Hardisty  (left). 


they  don't  even  mention  it,  they  don't  even 
thmk  about  it  and  they  don't  put  it  on 
surveys.  We  should  look  at  the  key  to  all 


observation  and  supervision  —  the 
detection  of  the  exceptional." 

The  pharmacist  appeared  to  move 
quickly  through  prescriptions  but  it's  the 
one  he  doesn't  feel  happy  about  that  makes 
his  salary  worthwhile,  said  Mr  Hardisty. 
On  the  retail  side  the  pharmacist  sees  and 
hears  hundreds  of  transactions.  The  snatch 
of  conversation  or  seeing  the 
reappearance  of  a  patient  makes  him  think 
something  was  wrong. 

Mr  Eric  Jensen  said  that  there  was  a 
tendancy  for  consumers  today  to  be  more 
critical  of  professional  people.  He 
suggested  that  the  Patients  Association 
could  lay  more  emphasis  on  explaining  to 
the  public  that  they  had  some  regard  for 
taking  care  of  their  own  health.  They 
should  be  saying  "Go  and  ask  a 
pharmacist." 

Mr  Miall  James  suggested  that 
pharmacists  should  not  be  afraid  of  going 
where  the  patients  were,  and  that  might 
mean  more  businesses  in  supermarkets. 

Dame  Elizabeth's  experience  of 
London  pharmacies  was  not  typical  of  the 
rest  of  the  country,  said  Mr  Lightfoot. 


OTRIVINEANTISTIN 


xyiomeiazonne  nyarocr  lloride,  antazolir  16  SUipnalc 


terile  eye  drops 


for  the  relief  of  conjunctivitis 
due  to  hay  fever 
irritating  smoke  or  dust 


Detailed  information  will  be  sent  on  request.     Zyma  (UK)  Limited,  Alderley  Edge,  Cheshire  SK9  7X1 
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Vestric  leave 
sales  figures 

Vestric  increased  sales  to  £  172.9m  in 
the  six  months  to  December  31,  1984 
—  up  8  per  cent  on  the  same  period 

last  year. 

The  figures  come  in  interim  results 
from  Glaxo  who  sold  Vestric  to  AAH 
Holdings  last  month  (C&D  March  16, 
p542).  The  next  half-year  results  from 
Vestric  themselves  will  cover  April  to 
September  in  line  with  AAH's  financial 
year. 

Managing  director  Peter  Worlmg  says: 
"We  have  continued  to  increase  our 
market  share  during  a  period  of  fairly 
radical  reorganisation  and  we're  quite 
happy."  Vestric  closed  six  branches  in  the 
six  months  to  December. 

Glaxo  themselves  recorded  pre-tax 
profits  up  66  per  cent  on  July-December 
1983  to  £194. 6m,  on  sales  up  48  per  cent  to 
£604m.  UK  sales  totalled  £105m  —  up  15 


Glaxo  with 
up  8pc 

per  cent  —  and  overseas  sales  increased 
by  £181m,  or  57  per  cent  to  £499m. 

One  of  the  main  reasons  for  success, 
say  Glaxo,  was  the  performance  of  Zantac, 
especially  in  the  US  where  the  drug  takes 
about  40  per  cent  of  the  market.  Ventolin 
also  performed  well. 

The  interim  figures  confirm  that  Glaxo 
lost  £10m  on  the  sale  of  Vestric,  though 
they  say  the  decision  was  taken  in  the 
wholesaler's  best  interests. 

Glaxo,  who  will  be  spending  about 
£86m  on  research  and  development,  say 
they  are  not  worried  about  the  impact  of 
the  NHS  restrictions  on  drug  company 
profits  or  the  limited  list.  About  75  per  cent 
of  Glaxo's  sales  are  overseas,  according  to 
a  company  spokesman. 

Glaxo  have  also  announced  that  they 
are  to  have  a  new  chairman  from 
December  (see  p824). 


Vestric  managing  director  Peter  Worlmg  (left)  showing  Sir  Fergus  Montgomery 
(Conservative  MP  for  Altrincham  and  Sale)  and  Lady  Montgomery  round  the  Liverpool 
branch.  Operations  director  John  Baseley  is  on  the  right.  Sir  Fergus  also  visited  Vestnc's 
computer  centre  in  Liverpool  and  their  head  office  at  Runcorn 


Small  shops  have 
healthy  future 

The  small  store  is  a  viable 
proposition  but  the  overall  number 
is  expected  to  decline  still  further  in 
the  years  ahead,  says  the  Institute 
of  Grocery  Distribution. 

The  future  role  of  the  small  store  is 
assured  because  of  such  factors  as  the 
trend  towards  one-stop  shopping  which 
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requires  a  top-up  complement;  the 
continued  dependence  on  local  shops  of 
people  who  are  less  well-off  or  who  live  in 
rural  areas,  and  the  need  for  a  convenient 
place  to  make  small,  impulse  or  last  minute 
purchases. 

Further  decline  will  be  due  to 
increasing  competition  from  larger  units. 
Small  store  retailers  with  little  or  no 
business  acumen  and  barely  profitable 
shops  will  go  out  of  business,  and  badly 
located  stores  will  be  lost.  "Small  Stores 
85",  Institute  of  Grocery  Distribution, 
Letchmore  Heath,  Watford  WD2  8DQ. 


Treasury  plans 
VAT  penalties 

Businesses  late  with  VAT  payments 
face  financial  penalties  if  the 
Government's  Finance  Bill  becomes 
law. 

Fines  will  start  at  5  per  cent  of  tax  due, 
rising  to  a  possible  30  per  cent  for  further 
defaults. 

The  proposals  are  based  on  the  Keith 
Committee  on  the  Enforcement  Powers  of 
Revenue  Departments.  The  committee 
says  only  about  60  per  cent  of  traders 
liable  to  VAT  made  their  returns  to 
Customs  and  Excise  within  a  month  of  the 
date  their  payment  was  due. 

Customs  and  Excise  say  around  £1 .  5bn 
of  the  tax  is  overdue  at  any  one  time. 

Call  for  easier 
accounting  rules 

Accounting  standards  for  small 
companies  should  be  simplified, 
says  a  report  from  the  Institute  of 
Chartered  Accountants  in  England 
and  Wales. 

According  to  an  article  in  the 
Financial  Times,  the  report  says  directors 
of  small  businesses  are  not  well  up  on 
accountancy  regulations,  with  some  firms 
failing  to  meet  the  necessary  standards. 
Financial  reporting  also  imposes  nearly  as 
great  an  administrative  burden  on 
managers  as  VAT. 

The  report  calls  for  small  businesses  to 
be  exempt  from  Statement  of  Standard 
Accounting  Practice  10,  which  concerns 
cash  flow,  saying  it  is  "regarded  by 
managers  as  having  little  usefulness." 

The  study  was  based  on  a  survey  of  50 
small  businesses  and  50  accountants 
dealing  with  small  companies.  Small 
Company  Financial  Reporting  (£14.95), 
Prentice/Hall  International  (UK)  Ltd,  66 
Wood  Lane  End,  Hemel  Hempstead, Herts. 


Wage  Councils 

The  National  Federation  of  Self  Employed 
and  Small  Businesses  has  entered  the 
Wages  Councils  debate  with  a  report 
which  calls  for  their  abolition. 

The  43-page  booklet  "examines  how 
wages  councils  raise  wages  and  cause 
unemployment." 

Copies  of  "Still  Priced  Out"  (£2.50)  are 
available  from  the  Federation  at  140  Lower 
Marsh,  London  SE1  7AE. 
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Doubts  over 
Sunday  trading 

A  major  review  of  retailing  and 
wholesaling  employment 
challenges  Government  thinking  on 
Sunday  trading  and  the  abolition  of 
the  Wages  Councils. 

The  report  comes  from  the  Distributive 
Trades  Economic  Development 
Committee.  It  says  Sunday  trading  will 
probably  cause  more  job  losses  than  the 
20,000  estimated  by  the  recent  Home 
Office  Auld  report.  Seven-day  opening 
will  encourage  the  decline  of  small  labour- 
intensive  shops  and  may  lead  to  the 
substitution  of  full  time  and  permanent 
part-time  jobs  by  temporary  "Sunday-only" 
workers. 

The  Auld  report  said  Sunday  trading 
would  slow  productivity  growth  and 
produce  only  a  slight  fall  in  employment. 

The  committee  also  disputes  that  the 
abolition  of  the  retail  Wages  Councils  will 
create  more  jobs,  saying  the  assertion  that 
councils  reduce  young  people's  job 
prospects  is  "unproven".  It  also  says  any 
savings  in  labour  costs  would  probably  go 
to  finance  more  capital  investment,  not 
more  jobs. 

Companies  clash 
over  interferon 

Hoffman  La  Roche  and  Schering 
Plough  have  both  staked  a  claim  to 
the  commercial  rights  of  alpha-2 
interferon,  according  to  the 
Financial  Times. 

Top  biotechnology  firm  Biogen 
pioneered  the  development  of  alpha 
interferons,  one  of  the  three  main  groups 
of  the  chemical,  in  the  late  1970s  and 
licensed  their  process  to  Schering  Plough, 
who  came  up  with  a  commercial  product, 
Intron-A. 

Hoffman  La  Roche  had  also  begun 
work  on  their  own  product,  Roferon-A, 
developed  in  the  American  laboratories  of 
Genentech. 

Last  August  Biogen  announced  that 
the  European  Patent  Office  had  granted  a 


About  1.2  million  employees  are 
affected  directly  by  the  two  retailing  wage 
councils.  The  Chancellor,  Nigel  Lawson, 
said  in  last  month's  Budget  that  the 
Government  was  thinking  of  abolition 
because  "they  destroy  jobs  by  making  it 
illegal  for  employers  to  offer  work  at  wages 
they  can  afford."  The  report  says  that  "any 
reform  or  abolition  could  have  a  wide- 
ranging  effect  on  retail  trade  employment 
prospects." 

As  for  retailing  in  general  the  report 
concludes  that  the  sector  will  not  provide 
substantial  job  growth.  "Employment  in 
retailing,  currently  at  2.2m,  is  in  long-term 
decline  as  productivity  and  the 
substitution  of  capital  for  labour  advance 
faster  than  retail  sales  volume." 

Around  600,000  jobs  have  gone  since 
1971,  says  the  report,  and  any  increases  in 
the  total  number  of  jobs  have  been 
confined  to  part-time  work  offered  mainly 
to  women  to  meet  seasonal  or  cyclical 
consumer  demands. 

Women  now  make  up  two-thirds  of  the 
retail  workforce,  with  chemists  having  the 
third  highest  concentration  (75  per  cent) 
after  footwear  (78  per  cent)  and  women's 
wear  retailers  (83  per  cent).  "Employment 
Perspectives  and  the  Distributive  Trades" 
(£5.00),  National  Economic  Development 
Office  Books,  Millbank  Tower,  London. 


product  patent  for  Intron-A.  But  Roche 
and  Genentech  said  that  Biogen's 
interferon  was  only  a  precursor. 

On  March  5,  Roche  won  approval  for  a 
process  patent  for  manufacturing  alpha 
interferon.  This,  the  company  believed, 
barred  anyone  else  from  making,  using,  or 
selling  high  purity  human  alpha 
interferons.  Schering  Plough  countered, 
saying  Intron-A  fell  outside  the  terms  of 
the  Roche  patent. 


Aerosols  up 

Aerosol  production  in  the  UK  was 
up  by  44  million  units  (7.6  per  cent) 
to  a  record  626  million  in  1984. 

The  largest  growth  sector  was 
hairsprays  and  dressings,  which  increased 
by  15  million  units  (12.4  per  cent)  to  140 
million.  The  buoyancy  of  the  hair  mousse 
market  is  cited  as  one  of  the  main  reasons. 


Unichem  start 
year  well 

Unichem's  sales  for  the  first  quarter 
of  1985  (excluding  Soler  Touriste) 
were  22.3  per  cent  up  on  the  same 
period  last  year  at  £103. 1m. 

Managing  director  Peter  Dodd  says  the 
results  are  "very  successful"  but  has 
reservations  as  to  whether  they  would  set 
the  pattern  for  the  rest  of  the  year.  He  says 
the  limited  list  and  the  Pharmaceutical 
Price  Regulation  Scheme  review  could 
reduce  sales  by  about  £20m  a  year. 

Unichem  recently  announced  turnover 
for  the  whole  of  1984  up  10.3  per  cent  to 
£370. 9m  {C&D  April  6,  p706). 


Littlewoods  no  1 
with  Shop  TV 

The  Littlewoods  Organisation  have 
combined  with  British  Telecom's 
Prestel  network  to  become  the  first 
major  British  retailer  to  offer 
shopping  by  television. 

At  present,  Shop  TV,  as  it  is  known, 
offers  more  than  250  electrical  and 
electronic  goods  varying  from  household 
items  like  washing  machines  and  vacuum 
cleaners  to  hi-fi,  televisions  and  video- 
recorders.  The  list  also  includes  some 
smaller  items  like  hairdryers  —  the  lower 
limit  value  of  goods  is  around  £20. 


Packaging  down 

Versatility  in  consumer  packaging 
has  failed  to  arrest  the  decline  in 
the  industry  and  according  to  the 
latest  Euromonitor  survey,  the 
prospects  are  far  from  good. 

Euromonitor  estimates  the  market 
value  at  £5  billion  in  1984  a  4.5  per  cent 
increase  over  1983,  but  a  fall  in  real  terms. 
The  basic  problem  appears  to  be  that 
growth  in  one  sector  invariably  diminishes 
demand  in  another. 

While  successful  growth  areas  may 
emerge,  the  outlook  for  consumer 
packaging  is  far  from  bright. 


g^^^   THE  WEST  &  WALES  RETAIL  CHEMISTS  EXHIBITION! 
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EXHIBITION  CENTRE -  BRISTOL 
11am  to  7pm 

Professional  &  Trade  Buyers  Only  June  16-17 1985 
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EVENTS 


Retail  sales  set 


Sales  through  chemists  and  other 
non-food  shops  should  be  up  by  10 
per  cent  this  year,  according  to  the 
Economist  Intelligence  Unit's 
annual  retailing  review. 

The  report  says  this  sector  should 
achieve  sales  of  about  £36, 300m  — 
£3, 290m  up  on  1984.  Food  shops'  turnover 
will  grow  by  7.5  per  cent  to  £33, 775m 
while  mixed  retailing  will  rise  by  9  per  cent 
to  about  £16, 000m.  Total  retail  sales  will  be 
about  £86,000. 

This  compares  with  £79, 220m  in  1984 
which  the  report  describes  as  "another 
reasonably  buoyant  year,"  with  overall 
turnover  up  by  8.1  per  cent  by  value  and 
3.8  per  cent  by  volume. 

Sales  in  the  non-food  specialist  sector 
were  8.1  per  cent  higher  in  value  and  4.9 
per  cent  in  volume,  compared  to  food 
shops'  performance  of  8.1  per  cent  and  2.6 
per  cent  respectively.  Mixed  retailing  sales 
grew  by  7.9  per  cent  in  value  and  4.2  per 
cent  in  volume. 

Sales  through  small  businesses  grew  by 
5  per  cent  in  value,  compared  to  9  per  cent 
for  large  companies  which  now  account 


HIT 


Norman  Thomason  (right),  commercial 
director,  Reckitt  &  Colman  phar- 
maceutical division,  (right)  presents  a  che- 
que for  £10,000  to  the  British  Heart  Foun- 
dation's director  general,  Brigadier  M.C. 
Thursby  Pelham.  The  money  was  raised 
through  an  on-pack  Dispnn  promotion 
launched  last  November.  For  every  special 
pack  purchased,  Reckitt  donated  3p  to 
help  the  Foundation  in  its  campaign 
against  heart  disease. 


for  67.6  per  cent  of  total  retail  sales.  The 
figure  in  1980  was  63.3  per  cent. 

Retail  prices  in  general  were  5  per  cent 
up,  though  food  prices  rose  by  only  3.4  per 
cent.  Manufacturers'  prices  for  all  types  of 
goods  rose  by  5.8  per  cent. 

Retailers  and  mail  order  companies 
spent  about  £350m  on  advertising  last  year, 
with  about  £100m  going  towards 
television.  While  most  major  groups 
increased  their  budgets,  Boots  cut  theirs 
by  £2m  to  £7. 09m.  Retail  Businesses  No 
326  (April),  The  Economist  Intelligence 
Unit,  40  Duke  Street,  London  W1M  5DG. 


Porton  marketing 
righ.s  awarded 


Porton  International  Ltd,  an 
international  British  biotei  hnologv 
company,  have  secured  the 
exclusive  rights  to  exploit  products 
developed  by  the  Public  Health 
Laboratory  Service  Centre  for 
Applied  Microbiology  and  Research 
at  Porton  Down. 

An  agreement  between  Porton 
International  and  the  PHLS  board  covers 
the  marketing  and  distribution  of  all 
products  and  processes  developed  at 
CAMR.  The  agreement  lasts  for  at  least  13 


years  after  which  one  party  may  end  it. 

CAMR  was  formerly  under  the  control 
of  the  Ministry  of  Defence  and  was 
transferred  to  the  Department  of  Health  in 
1979.  Much  of  CAMR's  research  is 
involved  with  the  use  of  genetic 
engineering  techniques  to  produce  new 
vaccines. 

Porton  International,  with 
headquarters  in  London  and  Washington, 
already  have  considerable  commitment  to 
research,  development  and  production  at 
CAMR  and  was  chosen  after  consideration 
of  a  number  of  companies  in  the  private 
sector.  The  company  already  had 
marketing  rights  to  a  herpes  simplex 
vaccine  developed  at  Birmingham 
University  in  conjunction  with  CAMR. 


Smith  &  Nephew 
buy  American 

Smith  &  Nephew  have  completed 
the  acquisition  of  the  American 
company.  Affiliated  Hospital 
Products  Inc.  for  $58m. 

According  to  S&N's  annual  report, 
Affiliated's  main  business  is  the 
manufacture  and  sale  of  surgeon's  gloves 
and  other  hospital  equipment.  The 

820 


company  also  specialises  in  the 
manufacture  of  dental  needles  and  is 
diversifying  into  generics.  Net  profit  in 
1983  before  tax  was  $7. 3m. 

In  the  UK,  S&N  are  restructuring 
divisional  operations  to  form  a  hospital 
products  and  consumer  products  to  give  a 
"more  efficient  customer  service." 

The  annual  report  also  gives  details  of 
S&N  sales  by  region  —  the  UK  contributed 
the  lion's  share  with  £149. 7m  or  38  per 
cent,  North  America  £102. 4m  (26  per 
cent),  and  Europe  £52. 6m  (13  per  cent). 


An  alternative 
Square  lecture 


The  Square  Association,  —  a  group  of  "old 
boys'  from  the  school  of  pharmacy, 
University  of  London  —  has  decided  to 
sponsor  an  annual  lecture. 

The  first  is  to  be  held  at  the  school  of 
pharmacy,  Brunswick  Square,  London,  on 
May  16,  at  7pm.  It  is  to  be  given  by 
Professor  P.F.  D'Arcy,  professor  of 
pharmacy  at  The  Queen's  University  of 
Belfast,  entitled  "Alternative  medicines  — 
are  they  a  real  alternative?" 

Monday,  April  22 

Swindon  Branch,  Pharmaceutical  Society,  Kings  Arms 
Hotel,  Wood  Street,  Swindon,  at  8pm.  Annual  meeting. 

Tuesday,  April  23 

Hull  Pharmacists'  Association,  Postgraduate  Centre,  Hull 
Royal  Infirmary,  at  6.45pm.  Dr  W.E.  Court,  University  of 
Bradford,  on  "Dental  remedies  —  an  historical  account" 
Members  dinner. 

North  Metropolitan  Branch,  National  Pharmaceutical 
Association,  School  of  Pharmacy,  University  of  London, 
Brunswick  Square,  London  at  7.30pm.  Professor  J  WT. 
Dickerson,  University  of  Surrey,  on  "Drugs  and  Nutrition".  Joint 
meeting  with  North  Metropolitan  Branch  of  PSGB 

Lancaster  and  Morecambe  Branch.  Pharmaceutical 
Society,  Conservative  Club,  Lancaster,  at  7.45pm.  Annual 
meeting. 

Thursday,  April 25 

Society  of  Cosmetic  Scientists,  Queens  Hotel,  Leeds,  at 
6.30pm.  T.C.  Bell,  Proctor  &  Gamble,  on  "Hair  Technology". 
Wirral  Branch,  Pharmaceutical  Society,  Wirral  postgraduate 
Centre,  Clatterbndge  Hospital,  at  8.30pm.  Annual  meeting  of 
Birkenhed  &  Wirral  Pharmacists'  Association  followed  by 
Wirral  PSGB  annual  meeting.  A  meal  is  available  at  7.30pm 
and  reservations  should  be  made  to  Mrs  Storey. 

Wirral  Branch,  Pharmaceutical  Society,  Wirral  Postgraduate 
Medical  Centre,  at  8pm.  Annual  meeting. 


Advance  information 

Hospital  Pharmacists  Group.  Pharmaceutical  Society  of 
Great  Britain,  1  Lambeth  High  Street,  London  SE1  7IN,  on  May 
2,  at  9.30am.  Meeting  on  "Manpower  planning  in  hospital 
pharmacy"  Registration  fee  is  £20  for  PSGB  members,  and  pre- 
registration  students  and  £30  for  non-members.  Forms  may  be 
obtained  from  R  E  Marshall  at  the  above  address. 
United  Kingdom  Clinical  Pharmacy  Association,  Scottish 
Department  of  the  PSGB,  Edinburgh,  on  May  16  Pathology 
laboratory  data  interpretation  workshop  on  urea,  electrolytes 
and  acid-base  balance.  Registration  fee  is  £17  (members)  and 
£30  (non-members).  Forms  from  Mr  S.  A.  Hudson,  principal 
pharmacist,  Pharmacy  Department,  Eastern  General  Hospital, 
Seafield  Street,  Edinburgh  EH6  7LN  (tel  031  554  4444). 
Hospital  Pharmacists'  Group,  Pharmaceutical  Society, 
London  on  May  17.  Annual  meeting  and  group  meeting  Fee  is 
£10  for  members  and  £20  for  non-members.  Forms  from  R.E. 
Marshall,  1  Lambeth  High  Street,  London  SE1  7JN. 
Age  Concern,  Seebohm  House,  Birmingham,  on  June  27-28. 
Two  day  meeting  on  "Primary  health  care  and  elderly  people" 
covering  current  issues  in  providing  full  primary  health  care, 
the  value  of  medical  screening,  and  the  role  of  the  whole 
primary  health  care  team  Information  from  the  Training 
Department,  Age  Concern  England,  60  Pitcairn  Road, 
Mitcham,  Surrey  CR4  3LL  (tel  01-640  5431). 
Medical  Entomology  Centre.  Cambridge,  June  26-27.  Course 
of  "Scabies  control  management".  The  course  will  be  repeated 
in  Liverpool,  July  10-1 1 .  Information  on  both  courses  from 
Joanna  Wickenden,  Course  Organiser,  MEC  London  Office, 
160  Inderwick  Road,  London  N8  9JT  (tel  01-341  5717). 

College  of  Pharmacy  Practice,  postgraduate  medical  centre, 
Leicester  Royal  Infirmary,  May  12,  at  10am.  National  study  day: 
"Adverse  drug  reactions  —  the  role  of  the  pharmacist  in  all 
branches  of  practice."  Cost  is  £5  for  associates,  £8  for  non 
associates  Applications  to  Mr  R.  Dickinson,  secretary,  College 
of  Pharmacy  Practice,  1  Lambeth  High  Street,  London  SE1  7JN. 
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Announcements 


EUROCHEM  STATEMENT 

Eurochem  Limited  is  pleased  to  announce  that  the 
company  has  been  awarded 

A  Manufacturers  (Assembly  Only)  Licence  (ML/5513/01) 
effective  from  1st  March,  1985,  in  addition  to  their 
previously  acquired 

Wholesale  Dealers  Licence  (WL/5513/001) 

in  compliance  with  the  regulations  governing  the 
importation  of  pharmaceuticals  from  the  EEC. 

The  processing  of  imports  and  warehouse  management  is 
under  the  control  of  a  person  qualified  under  the  EEC 
Directive  75/319. 

Eurochem  has  applied  for  licences  for  its  entire  range  of 
products  and  has  received  product  licences  [PL(PI)'s]  for 

Adalat  AR  (5513/0002) 
Dalmadorm  30mg  (5513/0068) 
Natrilix  (5513/0157) 
Zyloric  100mg  (5513/0130) 

These  products  are  sold  with  approved  English  labels. 

Further  licences  are  expected  in  the  very  near  future. 

EUROCHEM  LIMITED,  54  SOUTH  WAY, 

WALWORTH  INDUSTRIAL  ESTATE,  AND0VER,  HAMPSHIRE 

SP10  5BL.  (0264)  50733. 


Agents 


BRIGHT  YOUNG 
GIFTS  COMPANY 

Wishing  to  sell  into 
chemists,  seeks  dynamic 
agents  all  areas.  Exciting 
modern  upmarket 
sponge/cosmetic  bags, 
gifts,  fashion  accessories 
in  bright  fashion  colours. 
Top  rates  paid  to  real  go- 
getters. 

Call  Roger,  Lynn,  or 
Mandy  on  Woking 
(04862)  70158. 


Mini-Lab 
for  Sale 


KIS  MINI  LAB 
FOR  SALE 

On  lease  purchase 
transfer  basis.  42 
installments  left  of 
£580.95  including 
VAT  per  month. 
Genuine  reasons  for 
sale. 


BOX  C&D3107 


Display  /  Semi  Display 

£12  50  per  single  column 
centimetre,  mm  30mm.  Column 
width  42mm. 
Whole  Page  £1 100.00 
(260mm  x  180mm) 
Half  Page  £570.00 
(125mmx  180mm) 
Quarter  Page  £320.00 
( 1 25mm  X  88mm) 


Box  Numbers  £2.50  extra 
Available  on  request. 


Business  Opportunities 


PRODUCTS 
WANTED 


We  are  an  Australian  company 
marketing  to  chemists  on  a  National 
basis. 

Our  company  wish  to  source  UK 
products  of  all  types  suitable  for  sale 
through  chemists  in  Australia. 

If  interested,  please  send  samples  and 
relevant  details  including  C.I.F.  costs 
to 

Mr  Craig  Turner, 
General  Manager, 

44A  Winterton  Road,  CLAYTON,  3168 
.VICTORIA,  AUSTRALIA. 


Property  for  Sale 


OPPORTUNITY 

to  buy  a  modern 
pharmacy  situated 
about  20  miles  north  of 
London.  Established 

12  months  ago. 
Turnover  £85,000. 
Scripts  1000  and 
rising.  Maisonette 
available  if  required. 
Offers  in  the  region  of 
£23,000 +SAV. 

BOX  C&D  3108 


FOR 


Four  minor  OTC 
products  (3  licenced) 
and  one  natural  based 
health  food. 

The  company  wishing  to 

dispose  of  the  above 
products  has  also  several 
interesting  product 
licences  and  trade 
marks. 

For  details  please  apply 
to  BOX  C&D3102 
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Computer  Systems 


CALCULATE  YOUR 
STAFF  WAGES 
AUTOMATICALLY! 
WITH  'WAGECALC 

For  use  with  Sharp  MZ80A  and  MZ700  Computers  and 
Epson  Printer  (Other  printers  accommodated  on  request). 

*  Calculates  national  insurance  contribution  of  employer 
and  employee  (new  variable  rates  allowed  for) 

*  Calculates  basic  rate  tax  due,  and  net  salary. 

*  Statutory  sick  pay  allowed  for. 

*  Prints  out  employee  wage  slips. 

*  Prints  out  complete  deduction  information  for  each 
employee. 

*  Each  cassette  holds  information  for  up  to  15  employees. 

*  Costs  only  £39  + VAT. 

Send  cheque  for  £44. 85  including  VA  T  and  PEtP  to:  — 

D.  I.  ROSS  &  CO 

8  Ordsall  District  Centre 
Salford,  Manchester  WB  9XX 
or  telephone:  061-872  8421 
f  further  information. 

Please  specify  which  computer  program  is  required 
for  and  whether  printer  is  buffered  or  not. 


Distribution 


Stock  for  Sale 


ARE  YOU 
LOOKING  FOR 
A  DISTRIBUTOR? 

We  are  a  leading  successful 
and  large  established 
manufacturing  sales, 
marketing  and  distribution 
company,  planning  to  further 
develop  a  second  sales  force 
within  the  UK.  We  are  already 
well  connected  in  the  chemist 
and  grocery  fields. 

If  you  have  any  products  which 
would  suit  these  types  of 
outlets  and  need  a  sales  force, 
warehousing,  distributing, 
billing  and  after  sales  service, 
we  may  be  able  to  help.  All 
enquiries  will  remain  strictly 
confidential. 

Write  i.f.  .  ''  "  'i  Mn, 

Chemist  &  Druggist, 
Sovereign  Way,  Tonbridge,  Kent 


PRODUCTS  BY 


=±r=  Kodak 


KODAK  FILMS 

75%  DISCOUNT  OFF  TRADE  ON 
CL110-24/CP135-24/CP135-36 

and  rest  of  the  range  12 14  % 

Discount  off  trade. 
Plus  a  wide  range  of  branded 
perfumes,  toiletries  and  sundries 
available. 

Contact:  DM.  WHOLESALE 
SUPPLIES  LTD.,  203  EAST  LANE, 
NORTH  WEMBLEY,  MIDDX. 
TEL:  01-904  9920/3394 
for  our  current  price  list. 
Open  9aiti-$pm  M ON-SAT 
LATE  NIGHTS  WEDS  &  THURS 
TO  8pm. 
10am-2pm  SUNDAYS 


ALAMI  IMPORTS  &  EXPORT  LTD 


Handkerchiefs  loose  and  boxed, 
range  of  lea  towels.  Jacquard  and] 
handloom  towels,  pillow  cases, 
yellow  dusters,  face  cloths,  baby 
nappies,  terry  socks. 

1  gggg  gjjjjgTOLK  INQUIRIES  WELCOME 


n 


H0PEGLADE  HOUSE 
19,  23  KINGSLAND  ROAD 

LONDON  E2  8AA 
Tel:  01-729  5501  (4  lines) 

Cables:  SUNAMEX  LONDON  Telex  893903  ALAMI  G 


Stock  Wanted 


FRENCH 
PERFUMES 

Required  in  any  quantity,  large  or  small. 
Confidentiality  guaranteed.  Prompt  payment. 

YJ  PERFUMERY, 

15  ALDERS  CLOSE,  EDGWARE,  MIDDLESEX  or 
TELEPHONE:  0703  843222 


Shopfitting 


LEXDRUM 

0626  832308 

WE  OFFER  A  PROFESSIONAL 
SHOPFITTING  SERVICE  FOR  THE 
RETAIL  PHARMACY 

LEXDRUM  STOREFITTERS 

Chappie  Rd,  Bovey  Tracey.  Devon. 

0626  832308 


0 


I  n      1  SHOPFITTERS  FOR 

LUX  LINE  THE  PHARMACY 

REFITS,  NEW  INSTALLATIONS,  CEILINGS, 
SHOPFRONTS,  ELECTRICAL,  FINANCE.  NPA 
&NUMARK  APPROVED 
SO  CONTACT  US  NOW. 
LUXLINE  LTD 

8  COMM€iK:.i  imfi  ,:.  i!  i- II  CHITON  BUZZARD, 
BEDS     TEL:  0525  381356 


DETROIT 
DISPLAY 
SHELVING 


A  new  pharmacy  can 
b®  your*  for  £18.33 
per  week  (lease  rate) 
fitted  free 


Recommended  by 


NUMARK 


K  H  WOODFORD  &  CO  LTD 
Ring  Now  0202  36272 


Professional 
Prescription 
Computer  Labelling 


tSSSs 


Orden  dispatched 
within  14  days  of 


Phone 
Amanda 
now  on 

051- 

236  9438 

17-19  Gbscoyne  St. 


0RALABEL 


Orange  Computers  Ltd 
Ruskin  Chambers,  Drury  Lane, 
Knutsford,  Cheshire  WA16  6HA. 
Tel:  0565  53417 

NEW  HIGH  SPEED  SYSTEM 
£897.50 

•  Epson  HX-20  Micro 

•  Buffered  RX-80  Printer 

•  Enhanced  program 

•  Option  of  wholesaler  Link-up 

Oralabel  Program  (Only) 

•  For  existing  HX-20  users 

BASIC  SYSTEM 
STILL  ONLY  £625 

RECOMMENDED 


R22 
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Professional  Prescription 
Computer  Labelling 


Don't  throw  it  away 


Do  you  have  a  labellerthat:- 


•k  Is  too  slow? 

•k  Doesn't  have  the  capacity  you  want? 

*  Doesn't  allow  for  changes  in  labelling 
regulations? 

*  Can't  cope  with  new  drugs  and  cautions? 

*  Keeps  breaking  down? 


*  Gets  no  maintenance  back-up  or 
software  updates  because  the  supplier 
has  gone  bust? 

*  Won't  let  you  change  anything? 

*  Was  claimed  to  be  'THE  BEST',  and 
wasn't? 


Due  to  our  wide  contacts  both  in  pharmacy  and  the  computer  world,  we  can  now  offer  allowances  of  up 
to  £500  for  your  existing  equipment  ( including  certain  type  writers).  If  you  are  interested  in  a  Richardson 
BBC  system,  please  'phone  us,  tell  us  what  system  you've  got  and  we  will  arrange  a  quotation. 


John  Richardson  Computers  Ltd 


JOHN  RICHARDSON  COMPUTERS  LTD 
Unit  337,  Walton  Summit,  Bamber  Bridge,  Preston,  Lanes  PR5  8AR.    Tel:  0772  323763 

Ul  Prices  (UK  Mainland  only)  Electron  sm  m.  Cassette  Bom  £1295  m.  Disi  from  £1795  l<»  rebate  toNPA  members.  Uancpunluw  terms  available 


It  may  be  worth  something 


Price  Labels 


N.P.A.  RECOMMENDED 


THE  COMPUTER  LABELLING  COMPANY  THAT  GIVES  YOU.. 

■  The  superb  budget  priced 'SYSTEM  500' at  only       Contact  DmidCcttman, 


£650.00 

The  highly  acclaimed,  top  of  the  range  'SYSTEM 
700*  at  £895.00 

14  day  free  trial  or  demonstration  (with  no 
obligation) 

First  rate  after  sales  service 
Label  printing  service  from  Park  Printing 
'All  prices  are  exclusive  of  VAT.  and  include  N.PA  10% 
rebate 

All  systems  are  N.P  A  recommended  and  backed  by  Park 
Systems  optional  24hr  service  contract. 


or  Mike  Sprince,  M.P.S. 
PARK  SYSTEMS  LTD. 
17- 19  Gascoyne  Stmt, 
Liverpool  L3  6BS. 
Telephone: 
051-236  9438 


PRICE  LABEL  PROMISE 

WE  WILL  NOT  BE 
UNDERSOLD 

We  offer  quality  lables  for  METO 

price  guns,  at  lowest  prices.  We  also 
offer  first  class  delivery  and  repairs. 
Send  for  details  to:  —  (No  stamp 
required) 

Low  Price  Label  Co. 

Freepost,  Dept  CD, 
88,  Southbourne  Grove, 
Westcliff-on-Sea,  Essex  5SO  3BR. 
or  Telephone:  0702-333761 


TOM  L  YDON 


TELEPHONE: 
CHEMIST  AND  DRUGGIST 
(0732) 364422 
EXT:  272 


FOR  ALL¥©!«P 

CLASSIFIED 
ADVERTISING 
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i  PEOPLE1 


for  pharmacists 

Pharmacists  received  a 
sympathetic  Press  over  the  country 
as  the  limited  list  and  the  £2 
prescription  arrived  on  April  1 . 

"Be  patient  over  new  drugs  blacklist" 
said  the  Edinburgh  Evening  News,  saying 
pharmacists  in  Scotland  believed  some 
confusion  was  inevitable.  They  asked  the 
Scottish  Department  of  the  Society  for 
comments. 

"Don't  blame  your  chemist"  headlined 
the  Newcastle-upon-Tyne  Evening 
Chronicle,  who  spoke  to  Mr  Brian  Atkins, 
press  officer  for  the  Northumbrian  Branch 
of  the  Pharmaceutical  Society.  "People 
should  remember  that  none  of  the  money 
goes  into  chemists'  pockets"  said  Mr 
Atkins.  "As  far  as  the  list  was  concerned, 
there  would  be  upsets  and  difficulties 
because  the  number  of  amendments  still 
had  chemists  floundering." 

"Drugs  blacklist  causing  concern"  was 
how  the  Southern  Evening  Echo  from 
Southampton  put  it.  "Chemists 
everywhere  were  being  inundated  with 
inquiries  from  people  worried  about  the 
list."  Mr  Jeff  Holloway,  chairman  of  the 


When  pharmacist  David  Needleman  opened  the  Grange  pharmacy  in  London's  Oxford 
Street  he  found  he  had  a  large  window  to  fill.  He  told  the  local  Janssen  representative  it 
would  be  a  good  idea  to  have  a  sports  car  in  the  window  as  the  centre  of  a  travel 
medicines  display.  The  rep  just  happened  to  know  someone  and. . .  The  car  is  a  silver 
blue  3-litre  Marcos  worth  around  £10,000,  said  Mr  Needleman,  a  classic  car  enthusiast. 
He  left  the  driving  to  an  expert,  though.  "There  wasn't  a  lot  of  leeway  getting  it  through 
the  door".  Janssen  provided  the  speech  bubbles  and  neighbouring  stores  the  dummies 
and  their  clothes.  The  car,  which  is  attracting  a  lot  of  comment,  will  be  on  display  for  at 
least  another  couple  of  weeks  before  being  returned  to  Thoroughbred  Cars  of  Whitney 


Hampshire  Pharmaceutical  Committee 
urged  people  not  to  be  discouraged  from 
seeking  medical  advice. 

The  Bexleyheath  Observer  said 
chemists  were  angry,  not  only  because 
they  would  have  to  administer  the  list,  but 
also  that  they  would  be  out  of  pocket. 

The  Glasgow  Evening  Times 
suggested  the  risk  was  that  as  prescription 
charges  increased,  outlets  like 
supermarkets  may  increase  their  stocks  of 
OTC  medicines  to  catch  a  market  of  self- 
diagnosing  patients. 


Spedding  defends 
marathon  title 

Charles  Spedding.  the  Durham 
pharmacist  who  won  last  year's 
London  Marathon,  will  be 
competing  again  in  the  event  on 
Sunday. 

Registering  in  1975,  he  gave  up 
community  pharmacy  five  years  later  to  go 
to  the  USA  for  a  year.  He  returned  to  the 
north  east  of  England  to  work  for  Nike,  the 
sports  shoe  manufacturers. 

Other  pharmacists  taking  part  include 
Tom  John,  who  will  be  sporting  a  British 
Diabetic  Association  vest  as  he  is 
collecting  money  for  that  association  and 
for  the  Connaught  Stroke  Association.  He 
manages  a  pharmacy  in  Buckhurst  Hill, 
Essex,  for  Mike  Noblet  who  will  be  running 
in  aid  of  St  Francis  Hospice. 

Glaxo  post  

Mr  Paul  Girolami  has  been  appointed 
deputy  chairman  of  Glaxo  Holdings  pic. 
He  will  hold  this  position  in  addition  to  his 
present  post  as  group  chief  executive. 

Mr  Girolami  will  succeed  Sir  Austin 
Bide  as  chairman  following  the  next 
annual  meeting  to  be  held  in  December. 
Sir  Austin,  will  retire  from  the  board  and 
become  honorary  president  of  the  group. 

Mr  Bernard  Taylor  has  been  appointed 
deputy  chief  executive  and  will  succeed 
Mr  Girolami  as  chief  executive  on 
February  1 ,  1986.  Mr  Taylor,  a  member  of 
the  board  of  Glaxo  Holdings  pic,  is 
chairman  and  managing  director  of  Glaxo 
Pharmaceuticals  Ltd. 
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Another  "big"  break  for  the  nearly  famous  Aston  Apothecaries  of  Kazoo  came  when 
they  played  in  London's  Covent  Garden  last  week.  They  wooed  the  crowd  with  their 
inimitable  Kazooing  and  even  had  onlookers  dancing  in  the  streets.  Money  donated  to 
the  group  was  given  to  Charing  Cross  medical  students  who  were  also  in  Covent 
Garden  with  their  "fun  bus"  collecting  for  their  rag  appeal  in  aid  of  the  British  Heart 
Foundation.  Later  that  evening  the  Apothecaries  of  Kazoo  played  at  the  British 
Pharmaceutical  Students  Association  43rd  annual  dinner  dance  in  the  Self  ridge 
Hotel.  Their  repertoire  included  In  the  Mood;  2001,  A  Space  Odyssey;  The 
Magnificent  Seven;  The  1812  Overture;  Beethoven's  Fifth  Symphony,  and  The 
William  Tell  Overture  with  a  chnking  accompaniment  from  the  Kazoo  players'  keys! 
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THE  STORMING  OF  THE  PASTILLE. 

How  do  you  sell  a  throat  pastille  to  the  man  in  the  street? 
Tell  him  it's  made  for  professionals. 

That  simple  advertising  message,  consistently  displayed  in  the  national  press, 
has  seen  Vocalzone  Throat  Pastilles  enjoy  an  enormous  growth  in  sales. 

Vocalzones  act  as  an  astringent  on  overworked  vocal-chords,  returning  clarity 
to  the  voice  after  excessive  speaking,  smoking  or  tiredness. 

That's  why  Vocalzone  is  the  throat  pastille  that  sells  all  year  round.  I 

vocalzones  unique  advertised  ■  full  margin  •  licenced  formula    The  professional  requisite  for 

For  details  contact  your  representative,  or  call  (0283)  221616.  or  write  to  Vocalzones.  QrtnrQ  cinoerc  onrl  nilhlir  crvPCjL'Prc 
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KEEP  A  CLEAR  VOICE 
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SHOP  FITTINGS 
STRAIGHT  OFF 
THE  SHELF 

Our  complete  service  from  store  design, 
planning,  manufacture  and 
installation  delivers  your  goods  to 
your  customers  efficiently 

Modisplay  for  the  total  shop  fitting  service.  With  over 

20  years'  experience  in  store  planning,  Modisplay's  approach 
to  store  fitting  gives  you  the  low  cost  of  mass-produced  basic 

units  coupled  with  the  individual  requirements  of  your 
particular  shop  or  store. 

We  design  your  individual  requirements,  manufacture  the  ^ 
units  in  our  own  factory,  and  install  with  our  own  fitters.      jS  x 
You  will  not  be  disappointed  with  the  service. 

To  ^ 
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With  over  seven  hundred  items  in  our  range 
of  natural  ingredients,  there's  almost  certainly 
a  selection  of  products  that  will  meet  your 
precise  needs. 

Whether  it's  herbal  and  medicinal  extracts  or 
galenicals,  oleoresins  or  chlorophylls,  you'll 
get  the  same  uncompromising  quality,  the 
same  unfailing  service. 


Find  out  more  about  Ransom  Natural 
Products,  contact  Helen  Blowey  on  Hitchin 
(0462)  34575.  She  knows  our  alphabet  Z  to  A! 

Ransom  Natural  Products 

William  Ransom  &  Son  pic, 

Bancroft,  Hitchin,  Hertfordshire  SG5  1LY 

Tel:  Hitchin  (0462)  34575  Telex:  825631 


